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Another Quality Plastic Product by Warp Bros. 


World’s Largest Manufacturer of Plastic Window Materials 
POPULAR WITH COST CONSCIOUS BUILDERS AND CONTRACTORS 


ALL 
Now in New Gauces 


NEw WIDTHS and at 
New Low Prices! 


COVERALL COMES 
IN MolstuRE-PROOF | CLEAR 


for see-through” inspection and quick inven- 
tory of materials. 


COVERALL COMES 
IN SUN-RESISTANT 


for use where protection against sunlight is 
needed in addition to preventing damage from 
moisture. 


PROTECTS MATERIALS 


A PURE 
POLYETHELENE 
SHEETING 




















Look for 

the name 
"Wearp’s 

COVERALL"” 

on the edge 





CLOSES IN OPEN AREAS 


On-The-Job 
Protection 


SEALS OUT MOISTURE 


WATER-TIGHT 
ROT-PROOF 
ACID-PROOF 
STAYS FLEXIBLE 





Warp’s tough polyethylene COVERALL film 


Sunlight Resistant BLACK CoverAtt is rec 
keeps plastering, bricklaying, carpentering 


Warp's Polyethelene Coverait permanently 
ommended for covering lumber, brick, stone 


solves moisture vapor problems under houses 





Warp's COVERALL 


Prevents rotting of joists and sills. Also rec- 
ommended for use between Studdings and 
Siding, and between Sheeting and Roofing 
material. CoverRALt lasts a lifetime—is in- 
expensive, comes in various thicknesses and 


and construction equipment at the lumber 
yard and at construction site. The BLACK 
protects materials from damage caused by 
both Sun and Moisture. Warp's BLACK 
COVERALL makes an ideal, inexpensive tarp 


on schedule in spite of bad weather. It 
makes an ideal, low-cost ‘‘close-in’’ mate- 
rial because it is waterproof, light, easy to 
handle and reusable. Also use COVERALL 
under and over cement when pouring. 


widths to 40 feet, for simple, easy installation 


(Comes IN 100 Fr. Rotts — PACKED IN CarTONS) 
50° MARK 
Yo ur 


Moisture-Proof 
Clear 


Has Hundreds of Other Uses 


* Form Liners * Drop Cloths 
* Slab Vapor * Concrete 
Barriers Curing 


* Machinery Covers 





A ¢ sa. rr. 6 Gauge 


4 Gauge 
Retail (.006 Thick) 


¢ Sq. Ft. 
(.004 Thick) 


Retail 


2 Gauge 


7 Sq. Ft. 
(.002 Thick) 


Retail 





6, 10%, 12, 14, 16%, 20, 
24, 28, 32 & 40 Ft. Widths 








3,6, 10%, 12, 14, 16%, 20 


3, 4 and 9 Ft. 
24, 28, 32 & 40 Ft. Widths 


Widths 





For current prices, samples, and 
product information on Warp's . 
COVERALL, ask your Jobber or Sun-Resistant 
write to Warp Bros., Chicago 51. B | ac k 


CARRIED BY RELIABLE JOBBERS EVERYWHERE 





4,6, 12, 14, 16%, 20, 


6, 12, 14, 16%, 20, 24 
24, 28, 32 & 40 Ft. Widths 


3 Ft. Widths 28, 32 & 40 Ft. Widths 
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Lyle Talbot stars in Truscon’s brilliant color film, “The Hole In The Wall,” produced expressly for the 0. M.1. program. 









O.M.I. means “Dough-Re-Mi” 
to TRUSCON Dealers... 


“O.M.1.""—Order Makers Institute, is a dynamic Truscon 
sales development program designed to equip dealers 
with facts and tools to build greater sales all during 
competitive 1958. It helps salesmen become ‘order 
makers” instead of “order takers.” 

In the program, Lyle Talbot, motion picture star 
turned narrator, gets right down to details about 
Truscon Windows and Doors—information that is of 
real value to merchandising and sales. But, O.M.I. is 
only a small part of the Truscon dealer story. 

First, Truscon has the dealer products: Steel 
Windows, Steel and Aluminum Casements and 
Projected Windows, Aluminum Awning Windows, 


, REPUBLIC STEEL 


Youngstown 1, Ohio 


NAMES YOU CAN BUILD ON 


Interior Steel Doors, Metal Lath and Accessories. 


Second... Truscon has the dealer facilities: 23 Truscon 
warehouses conveniently located throughout the 
country assuring dealers same-day shipments out of 
warehouse stocks. 


And, Third. . . Truscon has the dealer program: O.M.L., 
the largest and most complete sales training program 
ever presented to building products dealers, plus liberal 
cooperative advertising, national advertising, direct 
mail programs, other sales aids. 


Want to learn more about Truscon Products, Facili- 
ties, Program? ... send coupon today! 


REPUBLIC STEEL CORPORATION 
TRUSCON STEEL DIVISION 
DEPT. C-4930 
1058 ALBERT STREET, YOUNGSTOWN 1, OHIO 
Yes, I want to learn more about Truscon Products, Facilities, 
and Program. Please send literature: 
O Truscon Building Products 0 Truscon O.M.1. 
O Truscon Full-Time Warehouse Support 
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Aay % 50 4s «: PORTLAND CEMENT } - 
NON- STAINING 


U . E F UJ I in almost every type of building, both inside and outside. 


As architectural concrete units or as stucco or cement paint, it emphasizes architectural perspective 
and detail. It has a high light-reflection which gives beauty and special utility to many interiors. 
q Trinity White's extra whiteness gives truer colors where pigments are added. 
Widely used in terrazzo for its contrast-y white and better color effects in either simple 
or ornate designs. Meets all Federal and ASTM specifications. Sell TRIN!TY White. 

Say 


WOES 
white )- ~, as snow 
as aN 


“YY 


A Product of GENERAL PORTLAND CEMENT CO. + Chicago « Dallas + Chattanooga « Tampa « Los Angeles 
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FOOD PACKER, WOOD & WOOD PRODUCTS and 
MODERN BEAUTY SHOP. 
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New Showroom Section 


Efficient New Stores Require Long-Range Planning 
Important factors to consider in planning your new 
merchandising layout, with six case histories. 


New Store Shows A. L. Model Store Fixtures in Action . 
Illinois dealer expands lines with strong emphasis on 
“kitchen packages" in showroom layout. 


Converts Shop Into Sales Area 
Remodeled layout gives Wisconsin firm 3,400 square 
feet of semi-self-service display space. 


Opens Branch In Shopping Center a a 
Two-level, self-service sales area a feature of | this 
Connecticut showroom. 


Combines Steel Components, Conventional Construction 
Integrated store and warehouse, mezzanine for ad- 
ditional display, seen in Connecticut layout. 

Appeals To Feminine Shoppers : 

Texas store's decorating, gift beets attract the 
ladies; the men shop for building materials. 

Sales Spurt Follows New Store Opening . 

Colorado dealer finds that products, well ae 
sell a lot faster. 

Home Planning Centers 
Planning centers have arrived as sales tools for ‘big 
ticket’’ selling. 

Expert Retail Manager's Advice , 

Five planning pointers for ‘ idanadinded store rm build- 
ing. 


Features 


Assembly Time Cut For Packages 
Minnesota dealer states the case for tablets capacity 
handling equipment. 


Bathroom Packages 


Model room ideas; wercvundiiing ‘parts.’ 


Sells $75,000 In Plumbing Supplies 
North Carolina dealer says plumbing is profitable way 


way to round out one-stop building service. 


Departments 


Newscast New Sales Aids 
What's Happening .... Classified Ads ; 
Editorial Page What's New Coupon 
New Products Advertiser's Index 
What's Your Answer? . . New Literature 
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Opportunity Cedarhome, 
left, Keck and Keck, 
Architects, is a March 
editorial feature in... 


Cedar Appearance builds WESTERN CEDAR SIDING Sales! 


You can give your customers the individual home 
appearance they want with Western Cedar Siding... 
and make money, too. It’s easy to sell because: It’s 
precision dried and manufactured from the undu- 
plicated naturally weather-defiant wood. 

Science has failed to imitate Western Cedar Siding 
— Beveled or Tee-Gee. Research findings** prove it 
unsurpassed. The “‘grown-in” qualities of Western 
Cedar provide the values that perform best for your 
customers. It works easily and holds its shape, 


lasts for generations and decorates readily in the 
modern colors. 

Western Cedar Siding adapts gracefully to the 
clean simplicity of contemporary or traditional 
styling. This Siding gives character to exterior or 
interior walls of quality homes, offices and retail 
stores. Its versatility makes it practical for new 
homes and home modernization. 

You'll discover precision dried Western Cedar Sid- 
ing is easy to sell year after year... for a good profit! 


** GET THE WESTERN CEDAR FACTS... 


WESTERN wro(Tro4” 


Beveled Siding and Tee-Gee Paneling catalog. 


WESTERN RED CEDAR LUMBER ASSOCIATION 
Seattle 1, Washington 
Send us the Western Cedar materials advertised in the 4 


4403 White-Henry-Stuart Building 
American Lumberman. 

FIRM 

STREET 

CITY 


SIGNATURE 


COUPON MAY BE PASTED ON A POST CARO AND MAILED 


Circle No. 3 on Coupon, page 48 


send this coupon for Research findings, Merchandising 
and Technical information, and the Western Cedar NN 
Ss 


eSTER 


RED CEDAR 


WESTERN CEDAR’S CA Selling formula: Curb 
Appeal, Customer Appeal, Custom Atmos- 
phere, Centuries of Acceptance, Cedar 
Appearance, Cost of Application that’s lower. 
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LATE AND 
IMPORTANT 


Newscast 


American Lumberman, March 31 


NATION LOOKS TO HOUSING AS RECESSION CONTINUES. 

Housing is in the news these days ... lots of optimistic reports and 
much in the way of proposed emergency legislation. 

Dealers should keep two facts in mind in evaluating present reports and 
those to come in the future. First there is widespread disagreement over 
the duration of the present recession. The die has yet to be cast for a 
crash anti-recession program. Eisenhower says the next 30 days will tell 
the story. 

Housing, secondly, has become a hot political issue and the headlines may 
tend to obscure the actual progress of 1958 housing legislation. As a banker 
points out in our news pages, the bill passed by Congress is a temporary 
affair with execution largely left up to the President. Only a solid 1958 
housing bill will, in the long run, permit precise planning for the future. 
This is not to minimize the immediate impact of the emergency housing legisla- 
tion, which has been passed by Congress and without a doubt immediately signed 
by the President. 


BUILDERS TAKE BACK SEAT AS UNIONS TAKE OVER. 

Normally new housing legislation is pushed by the National Association of 
Home Builders but the present legislation must be credited to an aggressive 
lobby of 2,500 building trades men turning the heat on members of Congress 
last week in Washington. Their pleas that they expected Congress to "do some- 
thing . . . soon" fell on responsive ears. 

On a local level it seems reasonable to predict a similar lobby in any 
community could spur bankers, civic officials, etc., to action. The support 
of unions in the building trades at home shows, model homes, etc. during the 
present period, also could be beneficial. 


HIC BEGINNING TO MOVE AT THE DEALER LEVEL. 

Sparked by more than 1,000 newSpapers, HIC (Home Improvement Council) is 
finally starting to take hold in many communities. This number of newspapers 
has already indicated they will put out Special sections using HIC material, 
providing a logical climate for lumber dealer ads. 

Your name may be listed in the news section of this issue if you have 
Signed up under the HIC program. It's a big list, which should convince many 
retailers that HIC is a going concern. 

It is still not fully understood that if a community asks for and gets an 
HIC charter, that half of dues collected remain in the locality. For every 
merchant paying the $25 fee, $12.50 stays right at home for local merchandising. 

The key to successfully putting over HIC in your town is careful study of 
the organizing guide Supplied each member. Greater local emphasis has been 
given HIC's contest plans with the announcement that chapters may sponsor local 
performance contests from July 1 to December 30, 1958. The national perform- 
ance contest with $125,000 in prizes will now extend from July 1, 1958 to 
June 30, 1959. All entries in local contests are eligible for the national 
contest. The first $125,000 contest runs from January 1 to July 1, 1958 and 
involves having the homeowner complete a survey form on remodeling needs in the 
home. The other contests are tied to actually doing an outstanding job of 


remodeling. 


TRENDS IN BUILDING INDUSTRY MERCHANDISING. 

Increased promotion of lumber is seen for the immediate future. With NLMA 
acting as a coordinator, affiliated regional associations representing various 
species, are raising their dues for a hefty kitty for advertising. The Spokane 
Hoo=-Hoo club has offered to be a testing ground for the new promotion ideas 
to eventually be used nationally. Reports from across the country indicate 
that lumber dealer business is slowly improving . .. looks good for the rest of 
the year. Optimism is growing and it can largely be traced to the good recep- 
tion dealers are getting from a variety of new promotion programs begun this 
year. Everybody is working harder and trying fresh approaches to all markets. 
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Congress Votes $1.8 Billion for Home Loans; 
Extends GI Housing, Increases Interest Rate 


* Fanny May would be given authority to buy up to $1 billion 


in VA and FHA mortgages. 


* New FHA down payment schedule calls for only 3% on the 


first $13,500. 


* GI loan program would be extended for two years with the 


interest rate raised to 434%. 


Both the Senate and House have 
passed a emergency, temporary hous- 
ing bill which would make $1.8 billion 
available for government-backed home 
mortgages. The same bill would also 
extend the GI loan program and re- 
duce down payments on FHA mort- 
gages. 
~ The bill now goes to the President 
where a prompt O.K. is expected. In 
both the Senate and House the bill was 
passed quickly. The Senate, however, 
wrangled over the new VA interest 
rate and for a time created a 47-47 tie 
vote which finally was broken by Vice 
President Nixon. 

See 200,000 more starts. Frankly 
labeled as a major anti-recession mea- 
sure, Senate Majority Leader Lydon 
Johnson said the bill would stimulate 
200,000 more housing starts this year 
and mean 600,000 new jobs. The bill 
will provide: 
¢ Creation of a special division within 
Fanny May (Federal National Mort- 
gage Association) with a revolving 
fund of $1 billion for the purchase 
of mortgages up to $13,500 in prin- 
cipal amount backed up by FHA or 
VA. The fund would be separate from 
the agency’s regular purchase and sale 
of government-backed mortgages, and 
would not affect the regular Fanny 
May revolving fund. 
¢ Fanny May’s special assistance fund 
would be increased from $450 million 
to $950 million. These funds would 
be available to the President to use 
at his discretion in purchasing home 
mortgages not otherwise marketable. 
¢ An extra $300 million would be 
made available for direct housing loans 
to veterans. 

* Up to $50 million would be pro- 
vided for Fanny May purchases of 
military housing mortgages. 

* FHA down payments would be re- 
duced to 3% on the first $13,500, 
with the upper amounts remaining the 
same. 

¢ All discount controls on both VA & 
FHA are now removed. 


8 


FHA example. Using a $16,000 
house as an example the total down 
payment would be just $780, plus nor- 
mal closing costs of about $300 which 
must be paid in cash. While the down 
payment is still lower using VA, their 
interest rate probably will continue to 
make these loans unattractive to bank- 
ers. But with discounting now allowed 
on VA the picture could change. 

In extending the VA program until 
July 25, 1960, the Senate seems to 
anticipate that eventually the new 
4%4% rate might become more sale- 
able if the recession continued and the 
going rate on interest generally de- 
clined. it was pointed out in the Senate 
that bank deposits in the first quarter 
of 1958 are 10% above the same 
period last year. Obviously the public 
has money, but they are postponing 
major purchases until they feel busi- 
ness is improving. 

The big questions. Will bankers go 
for the new government proposals? 
A check of bankers by American 
Lumberman found that most firms 
plan to go along, though reluctantly 
They stress that this is just an emer- 
gency measure and that a permanent 
new housing bill still must be enacted. 
FHA is beginning to look better to 
them but VA still is in the cooler. As 


one banker said “these will have to 
be direct loans by government.” 

Bankers quickly reflect public opin- 
ion and it was generally agreed that 
the public will rise to the new terms 
and buy more houses. Bankers warn, 
however, that a switch in policy takes 
time at their level, something that the 
consumer won’t understand. 

Up to the President. The final bill 
has built into it tremendous powers 
for the President to make direct loans. 
Most of these might be under the VA 
program and would literally create 
overnight something comparable to 
the no-or-practically no down payment 
of a few years ago. For this reason 
it seems hardly likely that bankers will 
drag their feet or force the President 
to extreme measures. 


Tarte Heads WRLA 


Morris Tarte, Columbia Valley 
Lumber Co., Bellingham, Wash., is the 
new president of the Western Retail 
Lumbermen’s Association. Regional 
vice-presidents are: George Jacobsen, 
Lloyd Lumber Co., Nampa, Idaho; 
in Washington, F. J. Rima, Rima 
Hughes Lumber & Fuel Co., Pullman; 
R. E. Morgan, Morgan Builders Sup- 
ply, Walla Walla; John H. Kendall, 
Standard Lumber Co., Spokane; R. T. 
Wasson, The H. O. Seiffert Lum- 
ber Co., Everett; and John Ketten- 
ring, Battle Ground Lumber Co., Bat- 
tle Ground; in Oregon, Lee Withers, 
Woodburn Lumber Co., Woodburn; 
W. H. Gerretsen, Gerretsen Building 
Supply Co., Roseburg; in Alaska, Lyle 
Anderson, Ketchikan Spruce Mills, 
Anchorage 
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NEW BUILDING CENTER opened this month by Cicero-Smith Lumber Co., Lubbock, 
Tex., was designed by James N. Lindenberger, architectural consultant to American 
Lumberman. The store has 5,000 square feet of showroom-office area, an adjacent 
8,000 square foot customer-warehouse, an outdoor patio store and parking lot for 
50 cars. For more details on new stores, see special section, page 21. 
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More Middle-Priced Homes 


Construction of homes priced be- 
tween $10,000-$15,000 may increase 
as much as 20% this year, according 
to Harold P. Braman, managing di- 


rector, National Savings and Loan 
League. He said about 500,000 
houses in this price range have been 
built annually for the past two years. 

“This year,” Braman says, “we ex- 
pect easier mortgage credit conditions 
will result in 600,000 middie-price 
dwellings, a 20% increase over °57. 
Reports from many areas indicate that 
the middle-price range home consti- 
tutes the major part of this year’s 
housing market.” 

A Chicago area builder recently 
sold 118 homes in one day after 3,000 
people poured into a subdivision being 
developed by his firm, Midland Enter- 
prises, in Villa Park Ill., to see the 
grand opening of a new model home. 

“I had 10 salesmen there and could 
have used 30,” said builder Harold A. 
Reskin, Midland’s president. Priced at 
$15,900, the new model is a three- 
bedroom __brick-and-frame __ tri-level 
with 1,450 square feet of floor space. 
It is the result of two years of research 
into the possibility of building a large 
tri-level at moderate cost. 





Kitchen Experts Enroll for Classes 


Two separate courses are offered; a basic curriculum plus 


an advanced course. 


Reservations are rolling in for the 
2nd annual Training School for Kitch- 
en Specialists, to be held Aug. 17-29, 
at Michigan State University, reports 
manager Fred F. Montiegel, National 
Institute of Wood Kitchen Cabinets. 

“The purpose of the school is to 
teach basic principles of kitchen plan- 
ning, including the proper utilization 
of cabinets, appliances and other kitch- 
en components. Business and sales pro- 
cedures also will be covered,” Mon- 
tiegel says. 

Twenty-nine subjects will be includ- 
ed in a basic course covering the en- 
tire two-week period; 14 in a one- 
week advanced course ending Aug. 22. 
The basic course is intended for per- 
sons of limited experience in the kitch- 
en field. Graduates of the basic course 
offered last year and others qualified 
by experience will be accepted for the 
advanced course. Enrollment is limited 
to 40 trainees in the basic course; 25 


New Home vs New Car 


Lumber dealers point out dollar advantage of new home 


investment in direct mail piece. 


Sound thinking for the prospective 
home buyer, who may also be thinking 
about a new car is being encouraged 
by an envelope stuffer developed by 
Timberlane Lumber Co., Eugene, Ore. 
and currently being used by a num- 
ber of other retail yards. 

“If you can afford a new car,” says 
Timberlane, “you can better afford an 
$18,000 home . . . your first three- 
year expense of owning an $18,000 
home a three-year-old car is $952 less 
than the expense of owning a fancy 
new car and renting a house. 

Timberlane estimates the three-year 
expense of renting a house and buying 
a new car is $6,430; three-year ex- 
pense of buying an $18,000 house and 
keeping your present car is estimated 
at $5,478. 

Rented Home and Fancy Car 

Typical price of new car ...$3,000 

Trade-in value of 3-year old 


aS OO ee 1,000 
Balance due (usually 
Oy. | Ee $2,000 


For the next three years the over- 
head expense will be: 

Depreciation of new car .. .$2,000 
Interest on $2,000 car contract 600 


Insurance and licenses ..... 380 
60” DORR Code en ae $2,980 
Less income tax savings on 

interest (25% bracket) ... 150 
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Net overhead expense—fancy 


COP ois sates Lowa ee 
Plus rent for 3 years @ $100 

DOE MIO’ sc hee h s He ctics oe 3,600 
Total new car and rented 

Ee ....$6,430 


Purchased Home and Good Car 


Depreciation for 3 years on 3- 


WOME Ga CO = cescesisces $ 600 
Insurance and licenses ... 325 
Net overhead expense—good 

NN Ss at Crile a 60's Goes $ 925 
FHA down payment, $18,000 

ES eee ere ree $2,000 
Interest on home - first 3 

MOMENI Ciicoreista Soy alae 's baste 2,684 
Property taxes- 3 years .... 600 
Insurance - 3 years ....... 90 
Total new home .......... $5,374 
Less income tax savings (25% 

RMNINED To ee wk a ks 821 
Net expense - new home . .$4,553 
Total - home and car ...... $5,478 


Timberlane points out the interest 
payments of $2,684 for three years 
plus the $952 savings equals $3,636 
which more than pays the monthly 
FHA installments for 36 months (36 
house payments @ $100.66 equals 
$3,623.76). Also it is pointed out 
Uncle Sam helps pay home-owning 
expense by reducing income taxes. 








in the advanced course. Tuition for 
the two-week session is $75; $40 for 
the short course. Room and board is 
available on campus at moderate rates. 

Headquarters for the school will be 
in Kellogg Center on the university 
campus, East Lansing, Mich. Owners 
and employes of lumber firms as well 
as representatives of wood kitchen 
cabinet manufacturing companies and 
their suppliers who wish to enroll may 
obtain application forms by writing 
National Institute of Wood Kitchen 
Cabinets, Dept. AL, 75 E. Wacker 
Drive, Chicago 1. 


Steps Up Output 

Flintkote Co., New York City, has 
put its Meridian, Miss., insulation 
board plant on a seven-day, three-turn 
weekly work schedule. The step up 
from a five-day work week is attri- 
buted to increased buying for the 
spring construction season, a need to 
replenish low inventories and some 
demand that has been spurred by a 
price increase of 2% to 6% 


¢ The Pacific Lumber Co., San Fran- 
cisco, announces the retirement of 
Kenneth E. Smith, vice-president and 
treasurer. 





WORLD’S FIRST aluminum livestock pen 
now is in service at the St. Louis Nationa! 
Stockyards Co. The pen consists of rails 
of 2” extruded aluminum pipe supported 
by post assemblies of extruded aluminum 
channels bolted together and anchored 
to plates embedded in concrete. The pro- 
totype pen was developed by Pioneer 
Industries, Inc., Sioux City, lowa, with 
assistance from Kaiser Aluminum engine- 
ers and was installed by the stockyards 
firms. 
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TYPICAL CROWD which jammed the St. Paul, Minn. Home-A-Rama for eight days. 
Lumber dealer exhibitors got thousands of dollars worth of new home and home 


improvement business. 


Dealers Profit from Home-A-Rama 


Record crowds bring St. Paul-Minneapolis lumber dealers 
thousands of dollars in new business at big show. 


Lumber dealers in the Minneapolis- 
St. Paul area got thousands of dollars 
in new business from the week-long 
Home-A-Rama at the St. Paul Audi- 
torium last month. 

The Sunday crowds were so large 
that it was necessary to close the doors 
four times. Total attendance was 58.,- 
000, an all-time record despite the 
zero weather during the week. The 
show previously was known as the St. 
Paul Home Show. For the first time 
this year, there was no admission 
charge and no entertainment. 

Eleven lumber dealers were among 
the 200 exhibitors. Spot checks 
showed these results: National Lumber 
Co., $30,000 house job; Lampert 


LOUVERED DOOR is demonstrated by 
Neil Blank, Lampland Lumber Co., to 
Marlene Brennhofer. Lampland got 133 
‘solid leads’ from the show. 
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Lumber Co., bathroom job and other 
leads; Villaume Box & Lumber Co., 
two $400 paneling jobs; W. C. Stan- 
ton Lumber Co., electronic garage 
door; Lampland Lumber Co., approx- 
imately 133 leads to be followed. 

Other lumber firms exhibiting were: 
Minnesota Box & Lumber Co.; Shaw 
Lumber Co.; Berglund Lumber Co.; 
Como Lumber Co.; W. E. Martin 
Lumber Co.; National Lumber Co. 
and University Lumber Co. 


Housing Starts Falter 


Abnormal February weather was 
blaimed for the poor showing on 
house starts last month. Only 60,000 
private home starts were begun in 
February, the lowest total for this 
month since 1949. The seasonally- 
adjusted annual rate which was 1,030,- 
000 in January, dropped to 890,000. 

The Labor Department, in an- 
nouncing the figures, said that ab- 
normal amounts of rain and snow, 
plus unusually low temperatures, 
caused the decline. The total for the 
first two months of 1958 is still frac- 
tionally above last year- 124,200 
starts to 123,400. 


Outlays Grow 


Construction expenditures in Feb 
ruary, although seasonally below Jan- 
uary, amount to $3.1 billion, a new 
high for the month. For the first two 
months this year, they totaled $6.3 
billion—a record for the two-month 
period—government figures showed. 

Administration officials regard con- 
struction as one of the encouraging 
features of the current economic re- 
cession. They expect 1958 spending on 
building projects to register a 5% in- 
crease over last year. 


Metals Firm Joins HIC 


Chase Brass & Copper Co., Water- 
bury, Conn., is the first brass and cop- 
per pipe and tube manufacturer to 
join the Home Improvement Council. 
Chase now becomes one of the spon- 
sors of HIC’s $125,000 “How’s Your 
Home” contest. 

A. R. Armstrong, manager of tube 
sales, said that “plumbing and heating 
contractors have a tremendous stake 
in the success of HIC. We feel that it 
is our obligation to support activities 
designed to increase the contractors’ 
potential sales market.” 


Barker-Lubin Top Award Winner 


Illinois firm is named country’s top brand building mate 
. 


rials dealer. 

From the thousands of entries in 
the 10th annual Brand Name Retail- 
er-of-the-Year Competition, consisting 
of 25 retail categories, Barker-Lubin 
Co., Springfield, Ill., has been selected 
as top award winner in the building 
materials division. President Henry E. 
Abt, Brand Names Foundation, Inc., 
New York City, sponsors of the com- 
petition, congratulated the firm for its 
outstanding presentation of manufac- 
turers’ advertised brands during °57. 

Four other dealers were cited for 
their 57 activities with Certificates of 
Distinction. They were L. Grossman 
Sons, Inc., Quincy, Mass.; The Robert- 
son Lumber Co., Grand Forks, N. D.; 


Hubinger Lumber Co., Inc., Frank- 
enmuth, Mich.; and Tappan Lumber 
Co., Baldwinsville, N. Y. The Robert- 
son Lumber Co. received a Certificate 
in the ’55 and ’56 competitions and L. 
Grossman Sons was awarded a Certifi- 
cate in the 56 competition. 

Barker-Lubin will receive the 
bronze plaque as Brand Name Re- 
tailer of the Year and Certificates of 
Distinction will be presented to the 
four runners-up at a dinner honoring 
the nation’s leading merchants in New 
York on April 16. Attending will be 
more than 1,500 business and civic 
leaders. The banquet will climax the 
national observance of Brand Names 
Week, April 13-20. 
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‘R' SERIES 
For low-cost residential 
EXTRA STRENGTH 

knobs are fully reinforced. 


EXTRA SECURITY 
bolt has extra long throw. 


ENDURING SECURITY 
=e solid brass 5 pin cylinder. 
STEEL MECHANISM 
case hardened retractors. 
CONCEALED THRU-BOLTS 
[ < ~~ rr es a piloted bolt sleeves. 
SELF-ADJUSTING 
equalized knob projection. 


PANIC-PROOF 


<a 8 | inside knob is never locked. 





— 


Fo standard duty 


BEAUTY 
with a full-scale rugged look. 


DURABILITY 
brass, bronze or aluminum trim. 


SCREW-ON ROSES 
no through-bolts required. 


SECURITY 
solid brass 5 pin cylinder. 


EXTRA SECURITY 
solid brass long throw bolt. 


LONG KNOB BEARINGS 
no knob-wobble. 


LOCKWOGD "HARDWARE MANUFACTURING COMPANY, Fitchburg, Mass. 
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ELECTRICAL HEATING TREND is explained to dealer customers in South Hadley Falls, 
Mass., by George Andreas, center above, speaking for the manufacturers. 


Electric Heat People Promote 
Dealer’s Insulation Sales 


Power company representative speaks before contractor 


meeting sponsored by New England lumberyard. 


Electric heating for the average home 
is coming and with it will come a greatly 
increased demand for insulation. At pres- 
ent, electric heating is more expensive 
than others. Naturally, those who sell it, 
and those who later use it, are anxious 
to keep costs down. The most obvious 
way to accomplish this is to first make 
sure that the home is properly insulated. 

This fact came into sharp focus in 
Western Massachusetts when the local 
power company established special rates 
for home electric heating. In a series of 
weekly full-page newspaper ads, they ex- 
plained the service and the advantages of 
electric heat. One ad dealt with insula- 
tion and recommended a formula of 6- 
4-2, That is, they advocated 6” of insula- 
tion in the ceiling, 4” in the walls and 2” 
in the floor. 

Anticipating a greater market for in- 
sulation to match this formula, Bob 
Brainerd, president-treasurer, of Street 
Lumber Co., South Hadley Falls, Mass., 
called a meeting of builders and contrac- 
tors and invited other lumber dealers. 
His purpose was to acquaint them with a 
basic knowledge of electric heating, to 
show them just where insulation comes 
into the picture, and to try to instill into 
them an awareness of their opportunities 
and responsibilities in the growing electric 
home heating market. 

Justify Costs. As with anything new, 
there is always an influx of “experts” 
who will move in and promise a 
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“better and faster” job than a regular 
carpenter or contractor. The power com- 
panies are particularly wary of this sort 
of thing. 

Electric home heating, like power 
steering in an automobile, is regarded as 
an optional extra, involving extra cost. 
Extra costs mean a tougher selling job. 
Consequently, the power companies don’t 
want customers dissatisfied with an in- 
stallation when, in reality, the heat is dis- 
sipated because of insufficient or im- 
properly installed insulation. 

One such firm, Tittman and Greer, 
Inc., Middleton, Conn., was represented 
by George Andreas. 


od - 


DEALER BOB BRAINARD of Street Lum- 
ber Co. points out advantages of proper 
insulation when using electrical heat. 
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“We check the insulation in a home, 
the first thing,” said Andreas. “If it’s 
insufficient, we tell the homeowner with- 
out hesitation—‘sorry,’ you're operating 
costs will be too high.’ ” 

Granting that electric heat costs more 
per BTU output, these firms cite the ad- 
vantages and take the long view. In an 
area where 100 amp service is still being 
widely advertised, they already claim that 
200 amp service is not too far away. 

Advantages listed. For the average 1,- 
000 square-foot home in the Hartford, 
Conn. area, with 714’ ceilings, storm 
windows and doors and properly insulat- 
ed, the annual average cost of heating by 
electricity will be approximately $320. In 
return, the homeowner may expect: 

1. Cleaner heat—no combustion, con- 
sequently no dust or circulating of dust. 

Unobstructed basement areas—no 
ducts or pipes in an area the homeowner 
may one day want to convert to living 
space. 

3. No maintenance expenses—heating 
elements may last 20 years—inexpensive 
to replace. 

Each room 
thermostat—saves on 
tures for space not in use 
fort. 

Along with the power companies’ con- 
cern for a good start for electric home 
heating, Bob Brainerd is equally con- 
cerned that the market for insulation re- 
main with the local lumber retailer, 
working with the local builder and con- 
tractor. 

“It’s up to the lumber dealer,” he says, 
“to activate the market in his own area to 
the point where the word insulation 
means a trip to the lumberyard. Insu- 
lation is a big market—growing bigger 
and a good market to keep in our own 
backyard.” 


equipped with separate 
lower tempera- 
adds to com- 


Plan Biggest NRLDA Show 

With a backlog of advance requests 
for space already on tap, the NRLDA 
expects its 5th annual Building Prod- 
ucts Exposition to be held in Chicago’s 
International Amphitheatre, Nov. 22- 
25, to surpass all records in exhibit 
area and number of products dis- 
played as well as in total attendance. 

A brochure issued recently indicates 
that luncheon sessions will be elim- 
inated and all dealer meetings held in 
the early morning and mid-afternoon 
hours. 

New this year will be an NRLDA 
“Holiday Week-end Package”. Details 
will be disclosed shortly. Saturday and 
Sunday (Nov. 22 and 23) in Chicago 
have been designated as employe days, 
the brochure points out, and will fea- 
ture special programs and demonstra- 
tions for dealer employes. Also new 
for NRLDA exhibitors this year is a 
policy which permits them to invite 
special guests to visit their booths and 
tour the exposition area. 
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Spur your sales 
with new Barrett Rewer ine ‘Shingles! 





CREATED BY DEMAND—PLANNED WITH YOU IN MIND. New Barrett “Ranchline” Shingles are designed to blend 
with modern home styling—especially split-level and ranch types. Loaded with sales-winning extra features, ‘‘Ranchline”’ 
Shingles look sleek and long. Two king-size 18” tabs, rather than three 12” tabs, cut cost of installation and add to 
all-over wind resistance. Only four nails to the strip allow quick application with 4” or 5” exposure. Thick-butt 
“Ranchline” Shingles, 12” x 36’’, 210 lb., come in color-right pastels and standard shades. New Barrett ‘‘Ranchline” 
Shingles offer more exclusive selling points at no extra cost! 


‘6 
= Profit now with nationally promoted Barrett ‘‘Ranchline’’ Shingles. Write BARRETT DIVISION, 


Allied Chemical & Dye Corporation, 40 Rector Street, New York 6, New York; Merchandise Mart, 





rey 


Chicago 54 Illinois; 36 Street & Grays Ferry Avenue, Philadelphia 46, Pennsylvania; 1327 Erie 





| , Street, Birmingham 8, Alabama; 323 South 67 Street, Houston 11, Texas 





E. llied 
{Trade Mark of Allied Chemical A p > E T T e Oo Oo FE S hemical 
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The only line of Windows 


Quality Controlled 
from Bauxite to 
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the acknowledged lesshér st tn Sepik: 
Complete vinyl weatherstripping is only many sellieg points... 
one of its many quality features. : v Wi cea ber eotng, ted cation 


REYNOLDS ALUMIN 


Reynolds Metals Company starts with an important advantage 

in having single-source quality control...truly continuous quality 
control through every production step from the mining 

of aluminum ore through the final finishing stages 

which include the world’s largest anodizing facilities. 

Reynolds now carries this advantage into the manufacture 
ings of a complete line of high-quality windows. 


REYNOLDS G22 ALUMINUM 


\ 
The Finest Products  \ 
Made with Aluminum 


AS FEATURED IN 
“THE HOUSE OF EASE” 
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Double contact weathering. Like all the 
others, a per t “satinized” finish. 





BASEMENT AND 
UTILITY WINDOWS— 


Se fh. +7 ri 





for mounting in 
masonry. Twin guide 
arms (patent pending) 
permit easy vent 
removal, yet hold rigid 
in any position. 
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TORQUE BAR OPERATION 
plus 100% weatherstripping make 
the Reynolds Awning Window 

a great favorite. 





Only with Reynolds Aluminum Windows do you 
get this quality Control from Bauxite to Job Site 
...and at competitive prices. Make this your 
profit line. Call any Reynolds office for the name 
of your nearest distributor. For free literature, 
write to Reynolds Metals Company, 

General Sales Office, Louisville 1, Kentucky. 



























































Watch Reynolds All-Family Television Program “DISNEYLAND”, ABC-TV. 
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oreater 
profits 


when you buy 


£ nedlline 


® MILLWORK 


ner 


from the mill 


You can reduce your costs up 
to 25%, increase your mark- 
ups! You pay less for nation- 
ally advertised Crestline mill- 
work. You offer your customers 
a finer quality product. You get 
delivery as fast as you need 
it. You have the advantages 
you need to compete in today’s 
highly competitive market. Get 
more information today. 
Write the SILCREST COMPANY 


Wausau, Wisconsin 
Western Ponderosa Pine # Union Label 


Window Units Door Units 
| 7] 2] Removable Slideby 
~——_ Window Units Stacking Awning 
indow Units 
Case 
Wiedew Sans Weatherstripped Door 
Frames, Combination 
Sen- 1-Storing Storms & Screens (with aluminum 
frame inserts), Louvered Doors & Shutters, Com- 
bination Aluminum Doors, Panel & Sash Doors, 
and other allied products. 


Removable Double-Hung : Bifold 
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What's Happening 
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Pacific Northwest lumber dealers say: 


“Business Looks Good to Us” 


A. L. survey of Washington-Oregon dealers reveals reasons 
for business optimism. For example: 


“Our January sales were up 30% 
from a year ago,” said R. V. Black- 
stock, H. W. Blackstock Lumber Co., 
Seattle. “This is due to a number of 
sales programs. For example, we've 
been running homeowner classes for 
a number of years. We figure every 
series of classes we hold results in at 
least $25,000 in sales at straight re- 
tail. Also we’ve been selling industrial 
construction contractors on buying 
their lumber from us rather than the 
sawmill. Retail service is important on 
these big jobs. too.” 

“Business is good,” said M. F. Moy- 
er, Eugene Planing Mill, Eugene, Ore. 
“For example, yesterday I sold three 
coniplete house bills and expect more 
today. As evidence of our faith in 
the future we’re now going ahead 
with major remodeling of our store 
and office.” 

- = * 

“We’ve just opened a home im- 
provement contracting department’, 
said John Priest, Lumbermen’s Mer- 
cantile, Burien, Wash. “Our salesman 
has so many bonafide prospects that 
he’s swamped. We need another man 
to help him.” 

R = , 

“Other dealers laughed when I took 
a franchise for a nationally advertised 
swimming pool, but we're planning to 
boost our total sales volume 50% this 
year because of it,” said J. P. Kuehnle, 
Leader Lumber Co., Trent, Wash. 

“In July last year we began a pack- 
aged farm building sales program in 
our six yards and have recently opened 
a shopping center home improvement 
headquarters,” said Don Walch, gen- 
eral manager of White River Lumber 
Co., Pasco, Wash. “These programs 
will bring us much increased business 
in 1958, plus more profit, too.” 

* * * 

“We saw so many favorable factors 
in the local building market outlook 
that we took the plunge last fi built 
new yard buildings and store,” said 
Vernon Greer, Greer & Thomas Lum- 
ber Co., Seattle. “Already our handling 
costs have been cut sharply, so we’re 
better off than ever before to serve 
our trade.” 

* id * 

“We are going ahead this winter 
with major remodeling of our yards 
and stores throughout the Pacific 
Northwest, especially our Eagle yard 
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in Portland and our Parkrose yard in 
suburban Portland,” said J. W. Cope- 
land, head of the J. W. Copeland 
Yards and J. W. Copeland Lumber 
Co., operating retail yards in four 
western states. “This year looks like 
a good one for us. We're always look- 
ing for good men to grow with us, 
too. 


LUMBER PRICES 


Orders Set Record 

Douglas Fir Plywood prices at 
northwest mills rebounded from their 
recent lows. Major producers raised 
their quotations to as high as $68 a 
thousand square feet—up from $64. 
Prices firmed in the wake of a sharp 
increase in incoming orders, which 
climbed to 134 million square feet 
record for a single week—in the week 
ending March 1. Orders were 16.5% 
higher than production, according to 
mill figures released by the Douglas 
Fir Plywood Assn. This was the first 
time this year fir plywood orders have 
exceeded production. 


From the Markets 

SAN FRANCISCO—The normal 
upturn in construction has tended to 
send depressed plywood prices scoot- 
ing upward. Some mills in the Pacific 
Northwest are refusing to quote a firm 
price on orders and others have set 
a $72 floor on %” stock. Prices for 
plywood have dropped four times 
from a $72 high at the first of the 
year to a $64 low in late February. 
Activity in the open log market re- 
mains slow, with demand very weak. 
Utility and economy grades of dimen- 
sion lumber are beginning to creep 
upward in price. 

KANSAS CITY—Surplus items are 
beginning to appear in spots. One mill 
may have a surplus of one item, while 
another may have an excess of some- 
thing else. Because of this, the large 
retailer, if he desires to buy in quan- 
tities of 10,000 feet or more, can pick 
up some real bargains in the effort 
of mills to ease surplus stocks. Dis- 
counts of $2 or more a thousand board 
feet are in evidence. 

The high price of timber and the 
small realization on current wholesale 
prices leave many mills with no alter- 
native but to close. Price lists are vary- 
ing considerably, depending on the 
kind of lumber mills are carrying. 

SEATTLE—Plywood was reduced 
to $64 and a flurry of buying began. 
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The MAN with the MONEY 
gets a remodeling job ... 
quality lumber is 

always in the picture ! 








The Man with the Money (with money to spend for your lumber, this is) doesn’t have to be 
a big operator to be a valuable customer. In fact, a huge percentage of all residential remodeling work is 


done by the independent carpenter ! 
And remodeling is one place where Southwest Lumber Mills’ premium quality pays off for the 
Man with the Money! Southwest’s Ponderosa Pine lumber is clean and bright . . . smoothly milled to exact 


dimensions . . . kiln-dried so it “stays put” once it’s nailed in place. 


Every day, more and more carpenters say they'll settle for nothing less than Southwest Brand quality 


lumber end- stamped with 4 = a Stock it, and you'll be a man with money, too! 
; | n Por ler sa Pine lumber 


He re’s the kind of quailty d 
e the fine, soft texture of high- sadlieede timber e kiln dried e precision milled 
e brand identified clean, bright appearance; waxed ends_e consistently graded 
e carefully handled and loaded e speedy, dependable delivery the year ‘round 


That’s the } j ,. he , 
lat s the kind of lumber and service Southwe 


SOUTHWEST BRAND PONDEROSA PINE LUMBER 
Made to please the Man with the Money—your customer 


\ fo uthwest 


LUMBER MILLS 











SIDING + SHEATHING SUB-FLOORING + ROOF DECKING + PANELING - INTERIOR FINISH 


General Offices: P.O. Box 908, Phoenix, Arizona 
Mills at Flagstaff and McNary 
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fter years of false starts, it is inter- 

esting to record the rush now under- 

way to educate the previously neg- 
lected retail salesman in this industry. 
From many sources we hear of ambitious 
plans by associations and manufacturers 
with emphasis on sales methods, rather 
than product training. 

Being a maverick, ornery industry, it 
probably shouldn’t be much of a surprise 
to find that new education efforts are 
remarkably diverse with scores of Moses’ 
proclaiming they can lead the lagging 
dealer to the promised land. They even 
have the fervor of a prophet and are 
ready to light into anyone making sug- 
gestions or criticisms. 

NRLDA, for example, is planning a 
sales training program based entirely on 
home study course for employes. Many 


s manufacturers sharpen their sales 

methods, we would like to suggest 

something should be done to im- 
prove the application sheets included with 
the product. Government has often been 
criticized for involved writing and the 
contemptuous phase “federalize” has 
emerged. 

Examination will reveal that the data 
sheets of many manufacturers are not 
much better. Obviously, some are being 
written by the engineering department be- 
cause the terms and expressions are be- 
yond the ken of the consumer, or for that 
matter the contractor with low mental 
candle-power. It is our guess that many 
people become disgusted and throw away 
the sheets and begin the job blindly, often 
with disastrous results. 

In addition to murky language there’s 
the matter of just plain skimpy instruc- 
tion sheets which do not cover basic es- 
sentials. A few examples: 

* a laminate manufacturer supplying 
instruction sheets which fail to mention 
an approved method for cutting the open- 
ing for the sink. Is the customer supposed 
to do the cutting with his teeth? 


AMERICAN LUMBERMAN 


Sales training—everybody’s baby 


sincere individuals and firms have given 
freely of their time and talents to take 
the proposed program even this far. Home 
study courses surely have some value but 
the evidence from other industries indi- 
cates that they are no substitute for class- 
room training. 

Eventually, we will require merchan- 
dising schools or centers fully staffed by 
competent professionals. Who is to say 
that a $8.3 billion dollar a year industry 
isn’t entitled to the finest in training with 
superb physical facilities? Even a super- 
ficial look at diverse changes taking place 
in building materials retailing suggests 
that half-measures will not do. The job 
can be done if dealers throughout the 
country insist on a training program con- 
ceived with both imagination and sound 
reasoning. 


Horse & buggy instruction sheets 


* a producer of floor tile describes the 
use of hardboard underlayment and fails 
to mention the approved sizes—3’ x 4’ 
and 4’ x 4’ and further omits a reference 
to countersinking the recommended nails 
to avoid dimpling, especially necessary 
if service-grade vinyl-asbestos tile is used. 

These are just a sampling on products 
recently noted, showing carelessness or 
disregard for the customer. In addition a 
manufacturer of floor tile striving for 
economy, puts out just one instruction 
sheet for five different types of tile with 
cross-references and italics to bewilder 
the user of his products. 

Finally we have the producer who spots 
instruction sheets in every four or five 
cartons at the mill. While this may be 
satisfactory for the contractor, it works 
a hardship in dealing with the handyman 
who buys in small quantities. One firm 
who does this also has a nasty habit of 
tucking application sheets smack in the 
middle of the carton. 

All the above makes the job tougher 
for the retailer trying to take care of his 


EDITORIAL 


customers. 9 rd 
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Biggest News in Corner Bead 
Since SUPER-EX/ 


A new sales builder for you! 
With a ready demand due to these 
important features. 


The most complete 


line of corner beads 


ght to corner. Mak kes 
it easy to Re) ust to 
varying plaster grou 


rE 


et .* New Milcor Rigid-Ex is easy to handle and stock, 


F pe — > cmaver aroh.tuna haadel 
Combines the rigigity | @Nd it costs no more than ordinary arch-type beads! 
of solid metal with cate Tie ta avathe << oa ae 7 Rg Q. é. 
che aoattive Rigid-Ex is available, in cartons, in 7-, 8-, 9-, 10-, 
plaster key of 
expanded metal 


and 12-ft. lengths. Order now from your nearest Milcor 
warehouse listed below. Write for a sample today. 

° 20 EXPANSION 

PARTITION CAP ® 


x M 1 LCO Making good products 


better through constant improvement 


Milcor catalog No. 202 ian INLAND STEEL PRODUCTS COMPANY 


1» DEPT, C, 402% WEST BURNHAM STREET * MILWAUKEE 1, WISCONSIN « ATLANTA ¢ BALTIMORE @ BUFFALO 
1 i 
tonty CHICAGO @ CINCINNAT! ¢ CLEVELAND e DALLAS ¢ DENVER @ DETROIT @ KANSAS CITY @ LOS ANGELES 


MILWAUKEE ¢ MINNEAPOLIS ¢ NEW YORK @ ST. LOUIS, ML-20 


available on request. 
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For exterior siding... 


suggest PONDEROSA PINE 


PONDEROSA PINE provides superior board 
and batten siding for commercial buildings as well as for 
residential use. Low in density, it is an effective insulator 
against summer's heat or the deep cold of winter. Soft- 
textured and lightweight, it mills accurately, nails easily, 
and handles and works well—important for on-the-job 
economy. Resistant to swelling, shrinking or warping, 
Ponderosa Pine also provides sturdy, long-lasting sheath- 
ing, subflooring, roof decking and light framing. 

For interior woodwork, too, Ponderosa Pine is eco- 
nomical to install and maintain. In its clear or knotty 
erades, Ponderosa Pine is today used for more paneling, 
windows and other architectural woodwork than any 
other wood in America. It is attractive and durable. And 
its ability to take finish treatments makes Ponderosa Pine 
a special favorite of homeowners. 

» Always carefully dried, Ponderosa Pine can be recom- 
mended with complete confidence. 
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Get the facts to help you sell Ponderosa 
Pine. Write for FREE illustrated booklet 
to: WESTERN PINE ASSOCIATION, 
Dept. 708-D, Yeon Building, 


Portland 4, Oregon 


| Western Pine Association 


| member mills manufacture these woods to high 
standards of seasoning, grading and measurement 
A Idaho White Pine - Ponderosa Pine - Sugar Pine 
| White Fir - Incense Cedar « Douglar Fir + Larch 


| Red Cedar- Lodgepole Pine- Engelmann Spruce 


Today's Western Pine Tree Farming Guarantees Lumber Tomorrow 
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Efficient New Stores Require 





Long-Range Planning 


Here are important factors to consider in planning your new 


mechandising layout with six case-history examples. 


“We must have long-range planning in order to do a 
better job of merchandising and marketing our products. 
! would like each of you to ask yourself: “ ‘What is my 
long-term plan?’ "’—James C. O'Malley, president, Nation- 
al Retail Lumber Dealers Association. 


In terms of store layout and merchandising, the dealers 
on the following pages have announced their long-range 
plans. They would probably be the first to agree with pres- 
ident O'Malley that “today the successful dealer must be 
an opportunist.” 

This is particularly true of the dealer building a new 
store. He must weigh all factors before making a decision. 
These factors include site location, store design, fixture 
selection, product lines, merchandising and many other 
problems, all big subjects in themselves. 

(For answers to some of these problems, see “Good 
Store Design—First Step to Good Merchandising” and 
“How to Merchandise Your Store” in American Lumber- 
man, October 28, 1957.) 

Although no two stores are exactly alike, some trends 
are starting to emerge: for example, the use of post-and- 
beam construction to give the modern store a lumberyard 
atmosphere with flexible displays, unobstructed through- 
out; integration of the store and warehouse to expand the 
selling area; the importance of a separate area for a home 
planning department; “package selling” through specific 
displays like kitchens and cut-away models; semi self- 
service by pricing and coordinated impulse displays. 

None of the dealers on the following pages had exactly 
the same answer to their store-building problem. One 
dealer opened a branch in a shopping center—a two-level 








layout with lumber and heavy goods in the basement and a 
separate basement entrance; another dealer used pre- 
engineered steel components with conventional construc- 
tion; another dealer expanded his present store by convert- 
ing his shop space. 

Most of these dealers built on the site previously occu- 
pied by them. Selecting the ideal location is one of the 
most important decisions in long-range planning. Market 
studies and consultation with your traffic engineer and 
local zoning board to see which way traffic and population 
growth is moving are first steps. 

For many dealers a new store means an entirely new 
type of operation, especially where merchandising has 
been a secondary consideration until now. Some dealers. 
recognizing their own limitations, are hiring a merchandis- 
ing manager, to get the job done. 

In most cases, a new store will require more accurate 
records, departmentalization of sales and a higher gross 
profit to obtain a higher return on investment. Above all, 
it will mean proper pricing to guarantee an adequate net 
profit. 

In one way or another, American Lumberman has 
helped four of the six dealers whose stores are shown on 
the following pages, either by direct architectural assist- 
ance, fixture merchandising or store layout. Our services 
are available to any dealer with a new store or a remodeling 
problem. 

As president O’Malley says: 

“It is difficult for many of us to amend our ways . 
but a lot of us have to make some changes in our opera- 
tion and adjust to the new patterns of merchandising that 
are developing all around us.” 
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A. L. Fixtures in Action 


Illinois dealer expands lines with strong emphasis on ‘‘kitchen pack- 
ages’ in store layout employing American Lumberman's model store 
display fixtures. 


the results” thus far. What are these 


C. H. Baumgart, Sr., who has spent 
almost 40 years in the retail lumber 
business, realized he would have to 
build a new store when he established 
his Own company in Bloomington, 
Ill. in 1947. 

There was virtually no _ display 
space in the old office building and 
business prospered on the basis of the 
integrity and enterprise of Mr. Baum- 
gart, abetted more recently by the 
foresight and youthful energy of his 
two sons, Phil and Bill. 

Mr. Baumgart started to plan his 
new store eight years ago. He liked 
American Lumberman’s model store 
display fixtures so well that he bought 
all of them at the 1956 NRLDA Ex- 
position in Chicago. American Lum- 
herman editors helped him with the 
store layout and fixture merchandis- 
ing. 

Conservative in his estimate of the 
net profit results since the new store 
opened unofficially a year ago, Mr. 
Baumgart admits he is “happy with 
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results? 

1. The first three months of the 
firm’s final year have shown a 
definite gross volume increase. 
Home improvement sales, es- 
pecially kitchens, are thriving. 
Two new kitchen lines will be 
added and all three, complete 
with built-ins, will be displayed 
on the sales floor. These include 
one metal line; one quality and 
one economy wood line. 

Impulse merchandise, previously 
impossible to display for lack of 
space, has resulted in dozens of 
sales. 

New lines—electrical and 
plumbing accessories, for exam- 
ple—have shown surprising ac- 
tivity. Janitors and maintenance 
men are good customers for 
these items. 

Departmentalization. Hand and 
power tools and paint, for ex- 


ample, make attractive displays, 
encourage sales. 

Home planning department. Lit- 
erature, plan books and product 
samples are segregated in bright- 
ly-lighted area equipped with 
especially designed furniture and 
fixtures. 

Mr. Baumgart chuckles when he 
thinks of the man who completed his 
sale at the consumer counter in front 
of the store, then returned three times 
with impulse items before he finally 
left. 

Overhead has gone up, too. A 
draftsman and a store man have been 
added. Going from an office type of 
operation into full-scale merchandis- 
ing develops problems that aren't 
solved overnight. But the Baumgarts 
now have a salesroom for maximum 
merchandising. Mr. Baumgart and 
son Bill have attended Art Hood’s 
management workshop and are adapt- 
ing these techniques to their new oper- 
ation as fast as possible. 
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THREE KITCHENS will be vis- 
ible through window on 
street side when installation i 

is completed. Parking is we. . 6g eee ee ge = 
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TOOL AND PAINT CENTER 

is just inside the entrance, CONSUMER COUNTER at 

right. Wall display units rear of store, Baumgarts 

were also from American find, lead to dozens of im- 

Lumberman’s mode! store pulse sales as customers 
pass American-Lumberman 
designed islands. 
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ager Bill Baumgart and gart, sales and advertising ture. Replacement samples 
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Prospect for farm building sistant manager; Phil Baum 

is viewing three-dimension gart, store manager 

color shot taken by Bil! 
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REMODELED BUILDING has 
3,400 square feet of sales 
area. Heavily-traveled 
street passes the store. 
Glass area opens entire 
store to motorist's view. 


Converts Shop Into Sales Area 


Remodeled layout gives Wisconsin firm 3,400 square feet of 
semi-self-service display space. Details how they did it. 


(See page 33 for Hoida'’s Home Planning 
Center.) 


By converting a former shop area 
(2,400 square feet) into a sales area, 
building display fixtures designed 
along the lines recommended by 
American Lumberman and stocking 
these fixtures to permit semi-self- 
service, the Hoida Lumber Co., 
Green Bay, Wis., presented a new 
face to its friends and customers early 
this month. 

To complete this job, it was neces- 
sary to remove a 40-foot concrete 
block wall and replace it with a steel 
beam, then drop the ceiling in this area 
with a steel suspension system, using 
acoustical tile as a covering. Then the 
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floor was built up and covered with 
vinyl asbestos tile. 

Walls were finished with Korina 
prefinished paneling in the office 
area, oak paneling in the home plan- 
ning center and sheet rock behind the 
wall displays. 

“In our displays, we have tried to 
maintain an uncluttered look by keep- 
ing our displays low enough not to 
break the line of vision,” explains 
vice-president Don Hoida. “We have 
not tried to set up a complete self- 
service store, but we have all our 
merchandise price-marked and en- 
courage people to browse around and 
help themselves. 

“We have our home planning cen- 
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ter (see home planning section on 
page 32) with new home and home 
improvement literature in the rear of 
the store and away from the traffic 
area. Our basic plan has been to cre- 
ate a store that would be attractive, 
yet practical in the sense of display 
ideas.” 

In order to gain the additional dis- 
play space, Hoida Lumber Co. built a 
two-story concrete block building 
with 8,000 square feet on each floor. 
Upstairs is used for millwork storage 
and is reached by a 87x17’ elevator: 
the downstairs area is used for lumber 
storage, truck unloading and shop. 
Hoida says the new layout is cutting 
materials handling costs. 
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DISPLAY FIXTURES, both 
wall and island, were 
adapted from American 
Lumberman designs. Floor is 
vinyl tile. Each of four-foot 
square lighting areas in the 
ceiling contains six fluo 
rescent tubes. 
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WINDOW FILE near custom- 
er service counter was 
adapted from plans shown 
in American Lumberman. 












SEMI-SELF-SERVICE is en- 
couraged by price-marking 
and binning. These depart 
ments are just inside the 
entrace 





KEY EXECUTIVES are presi- 
dent Joseph Hoida, seated, 
and his son, Don, vice-pres- 
ident. 





r Construction Details 

















DATE COMPLETED: February, 1958 bd 
OFFICE AND DISPLAY AREA: 4,600 square feet i Be 
SALES AREA: 3,400 square feet a : 
OFFICE AREA: 1,200 square feet ' Efficiency Plus Convenience 
DESIGN: Hoida Lumber Co. ' 
DISPLAY FIXTURES: 30 modified American Lumberman island units ' We feel that our modernization 
2 X 5 and 11 wall units built by Hoida ' program will bring more efficiency 
TYPE OF CONSTRUCTION: concrete block, brick r and convenience to ourselves and our 
INTERIOR WALLS: concrete block and drywall ‘ customers and that the investment 
FLOORS: concrete with vinyl tile will be repaid many times in increased 
CEILING: Insulite acoustical tile i sales. We intend to use our sales 
ENTRANCE DOORS: aluminum : sae ee 
WINDOWS: steel and glass home improvement packages.—-Don 
HEATING: hot water Ag r Hoida, vice-president, Hoida Lumber 
COUNTER TOPS: Consoweld i Co. 
BUILT-IN APPLIANCES: refrigerator, range and oven (GE) P| 
LIGHTING: 23 units 4’ square, each with 6 fluorescent tubes, plus i 

lighting in showcases and windows beg 
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Opens Branch In Shopping Center 


Two-level, self-service sales area feature of this Connecticut store. 


Aiming for 70% consumer and 
30% contractor trade, Windsor Locks 
Lumber Co. has opened a store in a 
12-store shopping center. it's known 
as Lumberjack Stores and secretary- 
treasurer Richard J. Tambussi_ indi- 
cates that other outlets are being con- 
sidered. 

Self-service is encouraged through- 
out the store with hardware, paint, 
plumbing, electrical, outdoor goods 
and similar items on the first floor 
and building materials on the lower 
level. Everyihing is priced including 
lumber lengths up to 4’x4’x16’ on the 
lower level. 

A staff of six handles sales. The 
store is mainly for do-it-yourself and 
homeowner customers, but the lower 
level, which opens on a parking area, 
is stocked with lumber and sheet ma- 
terials in most demand by contractors. 

Package selling of added rooms, 
garages and similar projects are han- 
dled mainly through the Windsor 
Locks branch. One outside salesman 
works out of the Lumberjacx store. 
To make the most of shopping center 
traffic, store hours are 8 a.m. to 
6 p.m., Monday, Tuesday and Satur- 
days; 8 a.m. to 9 p.m., Wednesday. 
Thursday and Friday. 
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LUMBERJACK STORES are part of a 12- 
unit shopping center. Upper level is 
largely impulse items; lowel level, 
buiiding materials. Both levels have 
identical sales areas. 


LOWER LEVEL is used to stock PARKING AREA adjacent 
piece-priced lumber, plywood, lower level makes it easy for 


gypsum board and heavy customer to load merchan- 


building materials. dise. 


CHECKOUT COUNTER and 
self-service makes it pos- 
sible to handle traffic with 
staff of six. Cash and 
charge customers use sepa- 
rate checkout aisles on Fri- 
day night and Saturday to 
expedite service 


VARIETY OF LINES are indi- 
cated by this picture. Store 
is well-signed and each item 


piece-priced. 


Construction Details 


LOCATION: one of 12 stores in new shopping 
center. Lumberjack store has 10-year 
lease, considering other outlets of this 
kind. Rental $1.50 per square foot. 

SALES AREA: upper and lower level, each 2,- 
880 square feet. Store entrances at both 
levels. 

OFFICE AREA: none allocated. Paper work 
processed at main headquarters, Windsor 
Locks. 

FLOORS: upper level, asphalt tile; lowel level, 
cement. 

HEATING: gas blower. 

DISPLAY FIXTURES: adaptation of American 
Lumberman design, built by contractor 
customer. 

STORE LAYOUT: J. E. Sharp Associates, retail 
merchandising consultants. 
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Different PAINT AREAS 


CALL FOR ()ffowstl PAINTS 


Actually the lady makes sense. She wants a water- 
emulsion paint for the big wall areas... it’s a 
natural for such jobs. But she remembers that a 


semi-gloss soils less easily, cleans perfectly. 


So make money the easy Kyanize way . . . give her 
what she wants in the perfect pair of paints, Kyanize 


Plastic Color-Spree and Kyanize Lo-Sheen Enamel. 


eS ... With a Kyanize Franchise, 


Kk | you get the repeats, too! 


Kyanize Plastic 


< -Spree 

aM > | Color-Spre 
| k Here's the ideal emulsion paint odorless, 30- 
~ Kyanize minute drying time, easy application, easy clean-up, 
Plastic ¥ next day washability, perfect touch-up and it’s 

pree self-priming 
But Plastic Color-Spree is more than that... it 
has the special working qualities painters dream 
about a good “feel’’ without drag it stays 
| sy 10-use pre’ | pen, it dries hard, it has terrific adhesion. 


Kyanize Lo-Sheen 
Enamel 

Now offered in colors matching Plastic Color-Spree, 
Kyanize Lo-Sheen Enamel is the ideal finish for 
woodwork, walls, and any surfaces that require 
repeated cleanings 

Lo-Sheen is a tough hard alkyd enamel for tough- 
use applications. Its semi-gloss finish has a soft 
low “candlelight” sheen. Lo-Sheen is self-smooth- 
ing, chip-proof, and scrubbable. 


Kyanize paints, inc. 


EVERETT 49, MASS. +» SPRINGFIELD, ILL. » MONTREAL, CANADA 


Circle No. 10 on Coupon, page 48 
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Conventional Construction 


Integrated store and warehouse, mezzanine for additional dis- 


play, seen in Connecticut layout. 


The necessity for getting back into 
operation as fast as possible following 
a disastrous fire a year ago led the 
Capitol City Lumber Co., Glaston- 
bury, Conn., to build with pre-engi- 
neered steel components and conven- 
tional construction. 

A glass wall links the store and 
warehouse into one selling unit. The 
rigid frame beams allows 14’ clear- 
ance under the eves while the roof 
slopes to a peak of 27’. 

“So much glass, of course, elimi- 
nates a good deal of wall space,” 
points out manager Bill Lowry, but 
display islands on both the store and 
warehouse sides of the glass wall will 
be set up and our mezzanine walls 
will also be utilized for display.” 

Capitol City Lumber Co. has four 
branch yards with headquarters in TWO TYPES OF CONSTRUCTION— 
Hartford. The Glastonbury store is conventional and _ pre-engineered 
open 7 a.m.—S5 p.m. and until 9 on steel components—were used to en- 
Friday nights. Parking space is avail- able Capitol City Lumber to get back 
able for 50 cars. into business quickly after a fire. 
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NOVEL FEATURE of the showroom is 
the mezzanine, where millwork and 
big-ticket items are displayed. Out 
side salesman has his desk here 


° 












STORE-WAREHOUSE is integrated in- 
to one sales area. Warehouse is laid 
out to handle palletized products 


~~ 








Construction: Details 


DATE COMPLETED: January 20, 1958; square 
feet: 9,800 including warehouse and 


sales. 

SALES AREA: main floor, 2,800 square feet; 
mezzanine, 660 square feet. 

OFFICE AREA: 12’x12’; desk on mezzanine 
for outside salesman. 


DESIGN: Butler buildings erected roof and ~ 


steel frame. Architect firm of Kane and 
Fairchild, Hartford, were consulted about 
walls and exterior design. Interior de- 
sign by Capitol City Lumber Co. 

BUILDER: Flagsim Co., Hartford, representing. 
Butler Buildings. Much of the work done 
by Capitol City’s own personnel. 

TYPE OF CONSTRUCTION: modified Butler 


Building. 
EXTERIOR WALLS: concrete block. 
INTERIOR WALLS: warehouse, concrete block; 
sales area, plywood panels. 


BUILDING PRODUCTS MERCHANDISER 


FLOORS: asphalt tile in sales room and mez- 
zanine; wareh y ft, 

ROOF: aluminum sheet riveted to cross mem- 
bers every four feet, 2” fiberglass in- 
sulation covered with plastic aluminum 
reflector. 

DOORS: wood duors, glass plate. 

INSULATION: plastic-covered fiberglas with 
aluminum cover for maximum heat re- 
flection, 


WINDOWS: plate glass 

LIGHTING: salesroom, four hanging chande- 
liers with clusters of five lamps of 750 
watts each and three similar units of four 
clusters each; under mezzanine, eggcrate- 
type fluorescent fixtures, plastic-covered. 

HEATING: gas 

AIR CONDITIONING: none. _ 











Components 
for a Purpose 


We wanted a warehouse-salesroom 
operation and we wanted it as soon 
as possible following our fire. That’s 
why we decided to combing the pre- 
engineered steel components with con- 
ventional construction —Bill Lowry, 
manager, Capitol City Lumber Co., 
Glastonbury, Conn. 
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INTERIOR 
is departmentalized. Gift items, 
unfurnished furniture and items 
of primary interest to women are 
displayed in the foreground 
with building materials, hand 
and power tools and ‘‘mascu- 
line products’ in the rear. 


ARCHITECT-DESIGNED, the 
new store emphasizes outdoor 
living goods and do-it-yourself 
products. Sales area is approx- 
imately 4,000 square feet. Ne- 
on sign with changeable let- 
ters is used to feature product 
specials. 


Appeals to Feminine Shoppers 


New Texas store's decorating and gift departments attract the 
ladies while the men shop for building materials. 


“You can do all the clever planning 
you want, but it’s the actual “putting 
it to work” that tells the real story,” 
according to August C. Bering, III., 
head of the Bering Lumber Co., 
Houston, Tex. 

“The new store has worked out 
even better than we'd hoped,” added 
Bering. “Take our arrangement for 
separating a man and his wife. We 
keep her attention in the front of the 
store with our gifts and Patio Shop. 
Her husband then gets a chance to go 
in the back for his needs and chat 
with the other men, who usually con- 
gregate there. 

“Our surprise items, saleswise, have 
been our unpainted furniture and ear- 
ly American hardware. We hadn’t any 
idea there was such a large suburban 
market for these items. Of course, the 
do-it-yourself merchandise is still a 
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best-seller, particularly plywood pan- 
els and table legs. 

“We've had many compliments on 
our departmental signs,” continued 
Bering, whose grandfather, August C. 
Bering, III, established the first lum- 
beryard in Houston more than a cen- 
tury ago. “These signs seem to lead a 
browsing customer to the area of po- 
tential sales.” 

Besides building materials and di- 
versified lines of hardware and tools, 
the new Bering store has a decorator’s 
department including paint, paint ac- 
cessories and wallpaper. 


Construction Details 


DATE COMPLETED: June, 
8,000. Cost: $60,000 

SALES AREA: 4,000 square feet. 

OFFICE AREA: 1,000 square feet (includes rest 
rooms, mechanical equipment.) 


1957. Square feet: 
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DESIGN: Marshall S. McDougal, architect. 

BUILDER: Bering Lumber Co. 

TYPE OF CONSTRUCTION: semi-fireproof with 
concrete siab. 

DISPLAY FIXTURES: built by Bering Lumber 
Co. Island display units 4x8, four 
shelves high, graduated in width. 

EXTERIOR WALLS: 8-inch brick wall, steel 
frame, St. Jo. pink brick. 

INTERIOR WALLS: exposed pink Mexican 
brick. Offices finished in U. S. Plywood 
colonial walnut, knotty pine and maple 
paneling. 

FLOORS: concrete slab covered by vinyl as- 
bestos tile, terrazzo pattern. 

CEILINGS: exposed 2-inch Tectum roof deck- 
ing, furred down areas over offices 
acoustical plastic. 

ROOF: 2-inch Tectum roof decking. 

DOORS: aluminum with plate glass. 

WINDOWS: aluminum with plate glass. 

INSULATION: included in Tectum roof. 

HEATING: hot water boiler heater. 

COOLING: 15-ton central air-conditioning 
unit. 

COUNTER TOPS: frosted walnut Formica. 
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TYPE OF CONSTRUCTION: western post-and 
beam and plank deck. 

EXTERIOR WALLS: redwood paneling, glass 
and Colorado stone; 11 sections of glass, 
each 100 square feet. 

INTERIOR WALLS: Samara paneling and per- 
foreted hardboard above wall sections. 
FLOORS: cement covered with Johns-Manville | 

Terra Flex. 

CEILINGS: open 
beam size 
cedar. 

ROOF: builtup covered with Johns-Manville 
Flexstone Super A plus Georock. 

DOORS: glass, one double-entrance door to 
parking lot; one door from yard to sales 
floor. 

WINDOWS: Libby-Owens-Ford, 4” plate 


beam fir-laminated 2x10; 
10”x23”. Interior ceiling: 


Sales Spurt Follows 
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Store Opening 


Colorado dealer finds that products, well-displayed, sell a lot faster. 


(See Reid's Home Planning 
Department picture, page 33) 


How a new store can increase sales 
just by providing room to display 
more products in a favorable sales at- 
mosphere is exemplified in the new 
Willard Reid Lumber Co., Fort Mor- 
gan, Colo. 

The old building, which housed the 
store (original) offered a minimum 
of display and office space. The new 
store designed by James N. Linden- 
berger, Chicago architect and consult- 
ant to American Lumberman, has 2,- 
400 square feet of sales area and 200 
square feet of office space. 
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Sales have increased every month 
since the store opened last August, 
running as much as 40% ahead of 
comparable months the previous year, 
according to manager Harold P. 
Graves. 

Adequate display space is one reason 
for this increase. Tools is a good ex- 
ample. Restricted to limited display 
facilities and a $250 inventory, tools 
turned once a year; now with a $2,000 
new-store inventory of tools, they 
turned twice in less than five months. 

The store is staffed by five full-time 
employes. Three trucks handle deliv- 
eries within a 60-mile area. The firm’s 


advertising budget, approximately 1% 
of sales, is largely allocated for two 
ads in local weekly newspapers and 
for radio spots. The store is one of 12 
in Wyoming, Montana, Colorado and 
Nebraska owned by the Bloedorn 
Lumber Co., Torrington, Wyo. 





50% More Efficient 


This new facility makes service a lot eas- 
ier and gives us 50% greater efficiency. 
This is about the last thing the community 
would expect in a lumberyard, but they 
definitely like it.—Harold P. Graves, man 
ager, Willard Reid Lumber Co 
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. Big Ticket, High Profit Sales 


Convincing dealers that planning centers are essential for 
the successful yard is becoming easier with each passing 
month. If the ultimate goal for greater profits must come 
from tighter dealer control of the sale, an adequate plan 
ning center should have priority over almost everything 
else in today’s showroom. 

New home building and remodeling provide a majority 
of the volume in the typical yard. A planning center stimu- 
lates this essential type of business by merchandising ideas 
which often are converted into actual sales which can be 
fully controlled by the lumber dealer. 

As seen on these pages, the planning center is starting 
to emerge from a dark corner and becoming the key at- 
traction for the homeowner. They are now smarter look 
ing and at the same time entirely practical, as dealers dis- 
cover new methods for grouping literature and other sales 
aids. 

In the NRLDA-American Lumberman model store in 
1956, it was shown that the planning center logically should 
be located in an area displaying lumber and building prod- 
ucts. 

This was suggested because buying a house or a remodel- 
ing job often begins when a customer is exposed to ideas 
shown in a well-organized planning center. If the idea 
looks good, the customer then can quickly examine the 
various products suitable for the job. The Baumgart Lum- 
ber Co., Bloomington, IIl., shown on this page illustrates 
this principle. 

Designs for smart-looking planning centers have been 
in short supply. This page shows some of the newer instal 
lations and more will be published very shortly. 
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COMPACT and easily built, this unit is 
now in use at the Walworth Lumber Co., 
grveworh, Wisc. Designed by American 
Lumberman it has two working sides for 
literature, plan books and other sales 
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in Plan Centers == 


SAMPLES and literature sparkle under 
the cove lighting installed in this plan- 
ning center. It was designed by A. Boil- 
ard & Son Lumber Co., Indian Orchard,» 
Mass., not for their yard, but for use 


in a local real estate office. 


SOMETHING TO BE PROUD of is this 
new center at the Hoida Lumber Co., 
Green Bay, Wisc. The atmosphere is 
ideal for selling quality materials and 
complete dealer service. 


BRAND NEW this center at the Baumgart 
Lumber Co., Bloomington, Ill., combines 
all the important elements of a fine in- 

@stallation. The appearance is attractive, 
lighting is good, samples and literature 
are convenient. Two large boards will 
be used to show local jobs. The paint 
color selector also is at the center for 
maximum convenience. 


SPECIAL ENTRYWAY at the Cen- 
tral Lumber Co., Hanford, Cal., 
shows the importance of a plan- 
ning center to this firm. Included 
at the left is a fully-staffed, con- 
venient drafting department. 
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IT’S A SNAP TO BUILD this planning cen- 
ter, but it will take time to assemble the 
useful scrapbooks shown. The Corn Belt 
Lumber Co., Bloomington, Ill., designed 


this unit. 


BEST IDEA in this planning center 
at Builders Supply & Lumber Co., 
Tucson, Ariz., is the organized 
scrapbooks on popular subjects. 
Strong signs show the customer 
just where to look. 





WALL FIXTURES can easily be 
modified to create a _ planning 
center. At the Willard Reid Lum- 
ber Co., Fort Morgan, Colo., sam- 
ples are on swinging panels, liter- 
ature and plan books on the right. 
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PRECISION TRIMMED— 


WHITE FIR 


Selected No. 3 & Selected No. 4 


Kiln dried 


Package loaded for 
fork-lift discharge 


Double steel banded for 
easy handling 


Finest available for 
the grade 


Dealers! Here's a_ hot-selling 
item you should get acquainted 
with. You can’t beat it for value. 


Ask us also about our fast-selling 
Black Diamond Knotty Pine 
Paneling. 


B 2D 


Every piece end-stamped with our Brand 


BLACK DIAMOND 


Lumber Company 





P.O. Box 50, Perkins 
Sacramento County, Calif. 
Phone Gladstone 1-6571 
Circle No. 26 on Coupon, page 48 
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Expert retail manager tells— 





5 Planning Pointers for 
“Department Store 
or Building” 


Many lumber dealers are guilty of 
sending customers to hardware stores, 
paint stores and a dozen other places 
with ready money which could be lin- 
ing their own till, according to Bruce 
Campbell, general manager of the 
famed Wood's Do-it-Yourself Center 
of Wood Lumber Co., Birmingham, 
Ala. 

The obvious answer to gain con- 
sumer business, says Campbell, is a 
“department store for building.” Here 
are five important points for such a 
store, prepared for American Lumber- 
man by Mr. Campbell: 

(1) Management. Your first step in 
expansion to a department store for 
building is to get someone with all- 
around retail store experience to help 
you plan it. 

This man must be a dyed-in-the- 
wool store man, preferably with strong 
general hardware store experience 
Most anyone can stack goods on 
shelves, but it will take a store man to 
direct merchandise association, traffic 
placement, the signing and «forward 
stocking. 

(2) Purchasing. This is the most im- 
portant facet of your “department 
store” retail operation. Only through 
controlled purchasing can you realize 
a healthy profit. You or your manag- 
er must continuously press for special 
buys that will permit sale price mark- 
downs without knocking the legs from 
under your profit structure; this aspect 
of purchasing is very important in 
consumer merchandising. The  pur- 
chasing agent must have an inventory 
control system that will help him buy 
at timed intervals so as to step up 
turnover. He must keep a record of 
freight allowances and extra discounts 
for quantity. He should look for 
wholesalers who will offer an average 
of 40% discount on consumer mer- 
chandise. Working with consumers, 
you should demand that wholesalers 
help train your sales staff on their 
products 

(3) Study your grocer. Before you 
put a pencil on paper to lay out your 
store, take a few moments to go to 
your nearest food supermart. 

Step into his supermart and you 
will instantly recognize what makes 
a good store. It is the overwhelming 
abundance of merchandise which 
meets the eye from any angle. Yet 
everything is neat and orderly. Gon- 


March 31, 1958, AMERICAN LUMBERMAN AND 


dola-type fixtures lend themselves to 
quick-service and self-service. Notice 
how your grocer places features at 
the end of each row of gondolas. 

Whether you start with checkout 
counters, you should plan for their 
eventual use. Learn how to lead traf- 
fic through good layout—lead custom 
ers to your tool and machinery dis- 
plays on a side wall where big-ticket 
items can be demonstrated and sold 
more leisurely; lead taffic to your dis 
plays of building materials and lum- 
ber racks in rear or in nearby shed 

(4) Hardware profits. You will find 
that you can enjoy a greater margin of 
profit in most of the new items stocked 
in the complete homemakers’ store 
than you have been getting as a 
straight materials dealer 

Most hardware dealers mark up to 
make 50% on selling price. This al- 
lows room for markdowns. Overall, 
you should be able to maintain a gross 
profit of around 35% very nicely. 

(5) What products? To determine 
your new lines, first study competition 
Unless you have a giant competitor 
who controls the bulk of sales in some 
specialized line, do not hesitate to 
stock anything generally listed as hard 
goods. Remember, there are thousands 
of items just waiting to be presented 
in the proper outlets. 

In addition to your lumber and 
building materials, here are some of 
the profit lines you can sell: 

Hand tools—complete line 

Power tools—including two lines of 

portable tools, one as price leader 

Paints and all sundries 

Tile—wall and floor, plastic and 

composition 

Fixtures and lamps 

Cabinet hardware 

Closet hardware 

Perforated board hooks and fittings 

Plumbing fittings up to 1” pipe size 

Bathroom fittings 

Fans and air conditioning 

Wire goods and threaded products 

Ready-to-paint furniture 

Furniture hardware 

Appliances and housewares 

Power mowers 

Garden tools 

Hose 

Sporting goods 

Toys 

Picnic tables 

Grilles 











NOW - FROM UPSON 


Pat GUATEL 
DIRIAL ED 





@ Let a representative of the Upson Company 
show you how easy Upson Striated is to sell 
with this special selling kit. Write or send 
coupon for complete details. 


THE UPSON COMPANY, 58331 Upson Point, Lockport, New York 


Please have Upson Representative call on me 


NAME 
POSITION 


ADDRESS —Ss AL&BPM-3/31/58 CITY STATE 
[rr a ld lle 


ond 
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Circle No. 12 on Coupon, page 48 


unfinished 


too! 

Whether it’s moderniz- 

ing a home, office, commercial 
establishment or building a bar 

in the basement, your customers will 

do a better job at less cost with Upson 
Striated Board. This means satisfaction, 
repeated sales for you. 

For here’s a beautiful, smart looking 
striated finish with the sturdy, long-wear- 
ing and high insulating values of lami- 
nated wood fiber. Crackproof, Upson 
Striated is available pre-coated or plain. 
Won’t crack, check or split. Deadens sound. 
Convenient 4’x8’ sizes for a variety of 
designs. Paints beautifully. 


ceiling products 
siding, sheathing 


94% wood fibers laminated for great strength 


— 


35 





PACKAGE LOAD for garage, 
weighing about 7,000 pounds, 
is easy chore for lift truck at 
Miles Lumber Co. At right, driv- 
er Arnold Hanson and William 
Wilts prepare to place assem- 
bled load on over-the-road 
lumber truck for delivery to job 
site. 


With 15,0004. capacity fork lift— 











Courtesy Clark Equipment C». 


Assembly Time Cut for Packages 


One trip around yard picks up all materials and hard- 
ware for packaged garage. Unloading of lumber from box- 
cars also easier with big lifts, says Minnesota dealer who 
states the case for larger-capacity handling equipment. 


One 15,000-pound capacity fork 
lift truck is worth much more than 
two small-sized models, according to 
Casimir Burzynski, yard manager for 
Miles Lumber Co., Minneapolis. 


LOAD FROM BOXCAR consists of 216 
white fir pieces, 2x8-16s. 
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“By planning loads for a bigger 
fork lift,” he said, “we cut down the 
number of trips the truck makes to 
handle a given amount of material. 
Cutting down traffic and manpower 
saves us money.” 

The larger lift truck is especially 
useful for yard assembly of garage 
packages, a Miles Lumber Co. spe- 
cialty. Assembly of a typical package 
only takes 30 minutes compared to 
three hours by smaller-sized lift 
trucks. 

“In line with the trend to packaging 
by the lumberyard, we make up as 
many as 12 garage units a day during 
our busy season,” explained Burzyn- 
ski. “Each package of materials for an 
18x22’ garage will weigh about 7,- 
000 pounds, retailing for about $600. 
The lumber, doors, roofing, sash and 
hardware are assembled in one load. 
With a 15,000-pound capacity lift the 
assembly job is done in one trip 
around the yard. A smaller-sized lift 


truck would have to retrace its route.” 

The hefty lift is especially useful at 
Miles because the terrain in the yard 
is hilly and often muddy, making it 
tough for a small-sized truck, but no 
problem at all for the 15,000-pound- 
er. Miles’ unit has low pressure (30 
lb.) wide-profile dual drive wheels for 
maximum traction. 


Unloading efficiency. Unloading a 
boxcar at the Miles yard is also im- 
proved by the larger-sized lift. Two 
hours unloading time is saved com- 
pared to use of smaller trucks. 

Other savings at Miles with the 
larger sized lift truck include handling 
of studding out of stock for homes. In 
five minutes two men can move 200 
2’x4’-8’s in one load from storage to 
shipping. This compares to 30 minutes 
for a smaller truck, which would need 
to make several trips, according to the 
Miles people. 

Two men might require 9 to 12 
hours to transfer all the material for a 
complete house to a highway trailer 
with a small fork-lift truck. With a 
15,000-pound capacity unit two men 
do the job in only four to six hours; 
the big truck loads two houseloads of 
lumber at one time. 
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Mr. Lumber Dealer: 
a basic store fixture 
designed specifically 
to display and dem- 
onstrate building 
materials. 


fixture 


Here’s a display fixture 
that shows large samples of 
roofing and siding, together, 
as they actually appear ap- 
plied on a house. 

The smallest roof and sid- 
ing unit yet devised to dis- 
play these bulky materials: 
15914” long, 46” wide and 
7914," deep. Holds and dis- 
plays 24, 3’ x 5’ siding 
samples and 26 large roofing 
samples. Forward and lat- 
eral sliding tracks enable 
you to show combinations 
quickly and easily. 

Estimated price if bought 
at retail: $550.00 plus ship- 
ping. 

3y building it yourself, 
you can save more than 
$250.00! Complete plans, 
working blueprints, step-by- 
step instructions, materials 
and materials source list 
and details on modifica- 
tions, only $8.75. Available 
by return post from Amer- 
ican Lumberman. Fill-in and 
mail coupon now. 


American Lumberman Dealer Service Dept. 
0335 N. Clark St., Chicago 2, Illinois. 
Please send me postpaid thethree blueprints and com- 
plete instructions for the retail lumber dealer roof and 
idi it display fixture. | am enciosing $8.75. ease 
send check or money order.) 


Name____ saeden 


American Lumberman’s Exclusive 











Company___ 
Street__ 
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OF THE MONTH 


nh modeling Package 


BATHROOMS 


Try This Bathroom Quiz” ‘® 


Read each question or statement. Circle 
your answer. This quiz is recommended for 
practical, in-store sales training of your em- 
ployes. 


1, Over a tile floor to be covered with 
osbestos-vinyl, you'd first install: 
1. 4” hardboord 
2. felt liner paper 
3. %” exterior plywood 
2. Deuglas fir plywood undericyment is 
avcilable in the following thicknesses: 
1. %”, %” 
2. i %”, Wy"; %”, 4%” 
Eee ae hE", %” 
3. Best selling argument for a ventilating 
~ fan in the bathroom is: 


}, reduces chance for condensation — 


on the walls 

mirrors from misting up 
holds moisture in the rest 
of the 


materials and fix- 
sale in bathrooms 


from 
your 
ag 
built-in 
mirror 

lighti 
cobinets with the most appeal 


and heater 
above lavatory 


1. with easily adjustable 


2. those with built-in lighting 
3. these designed oversize and of 
horizontal shape 2 
The most popular color 
walls is: 
1. soft green 


we blue 
Ft loti an atom 
F_ Rusting is one of the big- 

on bathroom cabinets. 


SS 
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(}T CLF Wallpaper with high wet 
strength is best for bathrooms. 
OT OF A single 150 watt ceiling 








Bathrooms 


(begins on page 37) 


Untapped Market 


If competition seems pretty rough 
locally on such items as_ kitchens, 
garages, breezeway enclosures and the 
like, consider bathroom remodeling. 
While the market is tremendous—es- 
timates run from 25-30 million homes 
with bathrooms needing remodeling 
—there are few specialists or concerns 
really promoting this type of business. 

You'd expect plumbing firms to be 
active in pushing bathroom remodel- 
ing, because new fixtures do so much 
to improve the appearance of a bath- 
room. While they recognize the po- 
tential, the plumber is essentially a 
mechanic, rarely having an outside 
salesman and completely at sea when 
it comes to selling the complete pack- 
age. 

The plumber still dominates fixture 
distribution, but position is far from 
secure. As this industry gains skill in 
pushing remodeling packages, the sale 
of fixtures is both logical and efficient. 
Few lumber dealers sold appliances 
until built-ins became popular and 
were shown in retailer's model kitch- 
ens. Display led to sales, completely 
changing the distribution pattern on 
appliances. 

If a model bathroom is set up in the 
showroom, fixtures will be needed to 
make it look complete. Fixtures may 
be borrowed from a friendly plumb- 
ing firm at first, but in the end it will 
be both profitable and more conven- 
ient for the customer to buy fixtures 
right in the yard. By way of back- 
ground, a recent survey shows that 
29.5% of the dealers in this market 
now handled heating and plumbing 
and another 14.5% plan to add the 
line. (NRLDA-American Lumberman 
survey). 


Sold 3-Ways 


Bathroom remodeling is being pro- 
moted three ways today by alert deal- 
ers. 


Selling the parts—While the easiest 
on the surface, this method consist- 
ently offers the lowest profit return. 
And if it’s wall tile, for example, the 
time required to explain the applica- 
tion reduces the profit to a minimum. 
Parts will always be basic but for the 
best return, consider the following: 


Installed parts—Cal Brand, Dunlap 
& Co., Columbus, Ind., recently told 


dealers at the Indiana convention that 
selling wall tile installed had been tre- 
mendously successful with them. Vol- 
ume last year was in five figures and 
at good profit because full margin was 
obtained on all products, plus a mark- 
up on labor supplied. Offering in- 
stalled parts is good experience for 
eventually selling a complete remod- 
eling package 


Installed Job. Nearly 80% of your 
customers will want to buy this way. 
It’s a fact, which must be faced for 
successfully merchandising bathrooms 
or any remodeling package. The pros- 
pect is little concerned over your prob- 
lems with contractors or running your! 
own crew. 

Assume the responsibility for deliv- 
ering a completed job and you profit 
accordingly—materials at full list, all 
labor with a margin for your super- 
vision and adequate charges for 
sketches, designing, etc 


This spring literally thousands of 
lumber dealers are weighing the pros 
and cons of really getting into selling 
the complete package. It’s generally 
admitted that the public prefers to buy 
in this manner but many retailers re- 
sist making the move knowing the 
complications which may result. For 
the record complications do exist but 
they can and are being solved by deal- 
ers using modern management con- 
trols 

A complete bathroom remodelin” 
package, for example, offers a power- 
ful incentitive for action and decision 
The bill of materials will range from 
$245 to $1,500 if premium products 
and plumbing fixtures are included. It 
looks even more attractive with the 
labor added and fairly marked-up 
Sold on terms, budget, Title I or bank 
loan, the problem of price dickering is 
rarely a problem. 


Ad Techniques 


The ad layout shown was prepared 
from ADservice mats available from 
American Lumberman, which are used 
today by over 1,500 lumber dealers 
In preparing this suggested layout the 
headline and top illustration was 
largely keyed to the woman prospect 
We all know that women are largely 
responsible for motivating most of the 
home remodeling today. Recent sur- 
veys have shown that kitchens and 
bathrooms have top priority as the 
jobs most desired across the country. 





SIGNATURE CUT HERE 


We'll Hebp You Modernize 


THAT OUT-OF-DATE BATHROOM 


AS LOW AS ‘00 PER MONTH 


EVERYTHING IN TILE 


—— 100 


——— 
00 


Acoustical Tile MAT NO. 294 


PLASTIC TILE BATHROOM CABINETS 


CEILING TILEBOARD 


























‘00 ‘00 





THREE EASY-PAYMENT PLANS AVAILABLE 


YOUR NAME 


*00 





Remodeling ads really have to carry 
water on both shoulders. By that we 
mean some people buy just the ma- 
terials and others want the fully in- 
stalled job. It makes sense to get busi- 
ness from both these types of cus- 
tomers. With this in mind our lead-off 
body copy talks up the installed pack- 
age but we get into the individual items 
easily installed by the homeowner him- 
self. Note plenty of prices and a 
strong emphasis on installment selling. 
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Model Room Ideas 


When space is available, bathroom model rooms offer 
maximum sales punch. Nothing is left to the customer’s 
imagination. The latest products, the smartest ideas in 
design and the proper application are all wrapped up in 
one easy to sell package. 

While space requirements sometimes limit strictly dis- 
play models on the sales floor, every yard can modernize 


Merchandising ‘‘Parts’’ 


The display of floor, wall and ceiling materials for the 
bathroom is usually well taken care of by standard existing 
displays used for promoting general remodeling. Fixtures, 
pipe and plumbing sundries, require special displays. 

In limited floor area, Uher Lumber Co., Galveston, Tex., 
above, left, developed a compact floor unit promoting 
both fixtures and plumbing sundries. Displaying fixtures, 
minus legs, in becoming popular in many other yards. 
Godwin Builders Supply Co., Dunn, N. C., for example, 
uses the same idea with fixtures in three tiers, see page 40. 

Hechinger Company, Washington, D. C., right, above, 
finds a wall ideal for a wide variety of plumbing needs. 
Their stock includes replacement sink traps, seats, cabi- 
nets, accessories and fixtures. 

Mohawk Lumber Co., Detroit, actively promotes and 
sells in volume bath sets in all their stores. They utilize 
the tested stall display technique with the iow wall parti- 
tion surfaced with plastic tile. 
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BATHROOMS 








its own functioning washrooms. Above, left, a rest room 
at the DeVille Lumber Co., Canton, Ohio. Both customer 
and employe rest rooms have been fully modernized at 
DeVille’s. On the right, above, Hunt Building Mart, Inc., 
El Paso, Tex., has this special display area for bathroom 
promotion, just off their hardware section. Fixtures are 
of the latest design with millwork bases. Modern bathroom 
cabinets, ventilating fans and a shower stall complete the 
display. 








BATHROOM UNIT is popular remodeling project. 


So phe S Berek F 
to Heke k gre 


44h 
iS 


Ea. 


PERFORATED HARDBOARD is used to display fittings which are 


available in plastic, copper and galvanized iron. 


Sells $75,000 in Plumbing Supplies 


North Carolina dealer says plumbing is a 
profitable way to round out a complete one- 


stop building service. 


TO MAKE KITCHEN SINK display, Godwin purchased flush 
door culls from manufacturer, cut openings for different size 
sinks, and painted them. 
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[he plumbing department installed three years ago at 
Godwin Builders Supply Co., Dunn, N. C., rang up sales 
exceeding $75,000 last year. The firm’s annual volume ts 
$2 million. 

O. W. Godwin, owner and manager, reveals that he had 
carried some plumbing supplies for at least seven years 
(he founded the firm in 1946), but in order to provide 
the builder and home owner a complete one-stop building 
service he decided to fill out the line 

“Plumbing, in case you didn’t know, is a very broad 
line,” says Mancie Barefoot, general sales manager. “There 
a lot of different fittings and you must have them in 
plastic, copper and galvanized iron. We have them. Not 
only did it cost a lot of money to install a complete 
inventory of plumbing supplies, but it took time to set 
up contacts with different manufacturers in order to buy 
in quantity.” 

Some 20% of the 40’ x 147’ showroom was turned 
over to display of plumbing fixtures ranging from an 
electric jet pump to a complete bathroom unit. 

It was also necessary to install certain specialized equip- 
ment such as a pipe cutter and a pipe threading machine 
—even though these didn’t require a large outlay of money. 

A licensed plumber, Arthur Williams, was employed 
and put in charge of the new department. Since then 
two men have been added to assist him. 

Nowadays Godwin’s is proud not only of the complete 
line of plumbing supplies but also the service being ren- 
dered, for it is felt they have found a market no one else 
was serving. Godwin serves plumbing contractors within a 
radius of 75 miles. The firm’s ratio of contractor-home 
owner trade is about 75-25%. Promotion is done by news- 
paper, radio and television. 

Most of Godwin’s materials go into remodeling jobs. 
The plumbing department, it has been found, fits well 
into this pattern for it’s a rare project that doesn’t involve 
some plumbing. Having a plumbing supplies available 
makes it easier for the homeowner or contractor. He can 
procure and finance all the materials needed for a project at 
one place—Godwin’s. 
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Advertisement 


News Makers 


* President Donald Foss, Slide View 
Door and Window Co. and Malibu 
Mfg. Corp., with plants in El Monte, 
Calif. and Mesa, Ariz., was elected 
president, Sliding Glass Door & Win- 
dow Institute at the group’s annual 
meeting in Los Angeles. Other offi- 
cers elected were Murrell Spence, No. 
Hollywood, Calif., Ist vice-president; 
George Radford, Santa Maria, Calif., 
2nd vice-president; William Watkins, 
Gardena, Calif., honorary vice-presi- 
dent and Charles Walker, Burbank, 
Calif., treasurer. 














* C. V. Holbrook, vice-president of 

Long-Bell Lumber Co. prior to its 

merger with International Paper Co., 

has been named general manager of 

the newly-formed wood preserving di- 

vision of International Paper with a 

headquarters in Kansas City. The new E. F. Schinck, right, considers Yellow Pages advertising a real investment. 
division will operate five wood pre- 

serving plants in the south and north- 


wos Yellow Pages ad in Massachusetts 


* Wood Conver- 


vonco-smet  irectory gets order from Texas firm 


promotion of 
Marland S. Wolf, 
former general Here’s how E. F. Schinck, Sales Manager, J. G. Roy Lumber Co., Chicopee, 
sales manager, to Mass., proves the pulling power of his company’s Yellow Pages advertis- 
the position of Sian 
vice-president in OE en : 
™ charge of sales. Springfield area, called us to place an order for building materials. They 
Wolf located us through the Yellow Pages,” says Mr. Schinck. “Furthermore,” he 
adds, “‘we believe in the Yellow Pages so strongly, we keep directories of 





» says: “A Texas contractor who was awarded a major job in the 


* Nevamar Carefree Kitchens, Oden- eight other cities in our own office for reference.” 
ton, Md., announces the appointment = " ; : 
of M. Clarke Reed, Jr., as general sales he Yellow Pages of your telephone directory take your business right into 


manager for the firm. the homes of good contractor and home owner prospects. Why not call your 
telephone business office today for more facts on how the Yellow Pages 
can bring you more business? 





* E. W. Dona- : ’ 1924 © 39 YEARS OF DEPENDABLE SeAVICE 1957 
hue, president, : 
Wabash Screen 
Door Co., Chica- . 
go, was elected vom tpamante " 94737 
president of Pon- - 
derosa Pine 

Woodwork at the 

annual meeting of 

the association 

held recently in 

Chicago. Other Donahue 

officers elected at the meeting were 

James F. Shiely, Winston Lumber Co., 

Minneapolis, vice-president; C. R. 

Hunsicker, Curtis Companies, Inc., tonne 
Clinton, Iowa, treasurer; and Hugh A. Hs uirewen casnwers 


© FLOORING OF ALL KINDS 


Schaefer, Michigan-California Lum- @ MASONS’ SUPPLIES 


© WaliBoaRo @ WOOD TRUSSES BOTH SOL10 © 


ber Co., Sacramento, secretary. R. H. © woes winsows © reams Lamamaree pom aus TYPES 
Morris continues as general manager ~“VRRUURA . ROGRENS . anowens & MEAS eneer” 
of the association with headquarters ! J 
in Chicago. Phil Creden, director of | YELLOW PAGES DISPLAY ADS (quarter-page 28 ADS AND LISTINGS under such headings 
public relations of the Edward Hines ad shown here reduced) feature Roy’s as Building Materials, Lumber, Roof 
Lumber Co., Chicago, was again wood treating plant. Ads in three New Trusses, Wood Preserving, keep J. G. 
named _ chairman of the advertising England directories bring orders from Roy’s name and sales messages before 
committee. New York and Connecticut. prospects over the entire area. 
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LUMBERMAN 


What’s New in Bathrooms 


Sunshine Ceiling 


Named the Sunshine Ceiling, a new 
packaged luminous ceiling measures 
6’ x 4’ and is designed for use in stand- 
ard 5’ x 7’ and 5S’ x 8’ bathrooms and 
the smaller kitchens. The unit comes 
ready for installation and features two 
component parts—the electrical system 
enclosed in metal channels and a metal 
grid which holds six 2’ x 2’ plastic dif- 
fusers. Installation is said to be excep- 
tionally easy. The new ceiling uses six 
100 watt incandescent lamps. When used 
with new pastel Coloramic lamps, a 
beautiful lighting effect results. John (¢ 
Virden Co., Dept. AL, 6103 Longfellow 
Ave., Cleveland 3, Ohio 

Circle No. 201 on Coupon, page 48 


Shower Magic Bath Enclosures 


Shower Magic is made in a complete 
line with models to fit in practically any 
bathroom. All units are precision engi- 
neered for quick installation into any size 
opening, says maker. Shower Magic bath- 
tub enclosures feature removable pan- 
els and open bottom track for easy clean- 
ing. Other features include sandetched 
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designs, towel bars and a wide variety of 
scrolls and horizontal and vertical grills. 
Ano-Brite anodizing as well as gold ano- 
dizing is available on all units. Avail- 
able kd, without glass, or completely as- 
sembled and packaged with 7/32” semi- 
obscure glass included. Daryl Products 
Corp., Dept. AL, 7240 N. E. 4th Ave., 
Miami, Fla 


Circle No. 202 on Coupon, page 48 








Fiberglas Tub Saves Weight 


A new Fiberglas reinforced plastic 
bathtub, which reduces weight of stand 
rd bathtub to about one-tenth of an or- 
dinary fixture, is announced by Sani- 
Glass, Inc. The new tub is available in 
all standard colors and is guaranteed not 
to warp, bend or break, says maker. Be- 
cause of its lightweight (25 pounds for 
the standard 54” size), one man can in 
stall the tub easily, it is said. Standard 
sized pipe fittings for either right or left 
drains can be used with the tub, an- 
nounces maker. Sani-Glas, Inc., Dept 
AL, Amsterdam, N. Y. 

Circle No. 203 on 


Coupon, page 48 


Ceiling Light & Heater 


A new heating fixture solves many 
problems associated with bathroom heat- 
ing. Tile and porcelain surfaces are warm 
to the touch instead of cold and mirrors 
do not steam up or fog over, says maker. 
Called Heat-N-Lite, it features an Amp- 
Quartz heating element for all-radiant 
heat. The combination unit is modern 
in design, all chrome and only 3/2” in 
depth. There is no need to recess it into 
the ceiling and installation is simple, says 
maker. Heater is operated by a wall 
thermostat; light by its own wall switch. 
Ampere Industries, Dept. AL, 60 Boston 
St., Newark 3, N. J. 


Circle No. 204 on Coupon, page 48 
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Front-and-Back View Mirrors 


A new hinged, double-door medicine 
cabinet has the appearance of a mir- 
rored wall. The double doors swing open 
on full length hinges to reveal two-way 
front-and-back view mirrors and a large 
cabinet space. When closed, the cabinet 
is a flat expanse of polished plate mir- 
ror with bevel edges. The doors swing to 
a maximum 180° angle to provide all- 
around view and have safety stops and 
magnetic latches. The cabinet box itself 
comes in standard wall-opening sizes and 
is made of steel with enamel finish. J. R. 
Goslee Co., Dept. AL, 1500 Brookpark 
Rd., Cleveland 9, Ohio 

Circle No. 205 on Coupon, page 48 
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integral Bowl and Top 


New Dawn Mist Vanity Ensembles fea- 
ture a basic 21” x 24” vanity model. 
[he lavatory is an integral one-piece 
top and bowl, made of cast iron and fin- 
ished in mar-resistant porcelain enamel, 
says maker. The lavatories are available 
in colors to match those of major manu- 
facturers and also the new Star Dust pat- 
tern, in six lustrous color combinations. 
The cabinets are of %” plywood, plas- 
tic bonded both inside and out to pre- 
vent warpage, with exteriors finished in 
G. E. Textolite patterns of frosted wal- 
nut, grey limba, golden ballet and white 
onyx marble, says maker. Aetna Porce- 
lain Enameling Co., Dept. AL, 4701 W. 
Augusta Blvd., Chicago 51, Ill. 

Circle No. 206 on Coupon, page 48 
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Introduces Versa-Tile 


The Versa-Tile, as it is named, is a 
counter top and lavatory of color- 
matched vitreous china, featuring fast in- 
stallation and complete flexibility. Coun- 
ter top sections slip into place and are 
leveled fast, it is said. Installation costs 
are low because no sub-counter and few- 


All Shower Bar operation is completely 
hidden; shower curtains are kept secure 
by rustproof aluminum hooks. Each 
Shower Bar includes rustproof aluminum 
brackets, 7/16” deep, to hold bar secure- 
ly in place and cover holes made by 
previous units. Available in standard 5’ 
and 6’ lengths, also custom sizes, unit 
comes complete with all hooks and 
screws. Magnalum Products, Dept. AL, 
2460 N. W. 78th St., Miami, Fla. 
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Concealed Bathroom Scale 


A space maker styled simply to meet 
modern living requirements, — Hall- 
Mack’s Concealed Bathroom Scale may 
be lowered from the wall for immediate 
use and then folded easily into place. At 
tractive as well as practical, the unit's 
hammertone’ metallic finish blends 
smoothly with its chrome-plated brass 
flange. Hall-Mack Co., Dept. AL, 1344 
W. Washington Blvd., Los Angeles, Calif. 


Hardboard Panel 3,” Thick 


er grouting lines are needed and any Circle No. 209 on Coupon, page 48 
number of the 6” x 18” segments can be 
used, says maker. Both counter top and 
lavatory are of color-matched vitreous 
china. The Versa-Tile is available in the 
six U R decorator colors and Arctic 
White. Universal Rundle Corp., Dept 


AL, New Castle, Penna. 


thick hardboard panel now 
is available. Added “body” of new hard- 
board reduces warping, buckling and 
stress deflection, provides excellent work 
ability benefits and allows for direct ap- 
plication to studs in many localities, says 
maker. Panels are offered in standard 
lengths from 2’ to 16’ x 4’ wide. Choice 
of popular vertical groove patterns on 4”, 
Aluminum Shower Rod 8” and random centers with plain or rus- 
; tic surface design. Forest Fiber Products 
Called the Shower Bar, a new alumi Co., Dept. AL, P. O. Box 68P, Forest 
num shower rod’s square design avoids A Grove. Ore 
metal-on-metal contact. The unit also fea- . pT 
tures heavy gauge, heat-treated 6063 T-5 
aluminum alloy for greater yield strength. 


A new %” 
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FORTEX 


Reinforced | Molded Rubber | Fabric 
BUCKETS... PAILS...FARM TUBS 


2” “— 
“ ison Standord Pail—10 qt. =—“<— 


Many exclusive 
Many made with Dupont Neoprene. 
features! 
Heavy Duty Bucket—12 qt., 16 qf. 
6% gal. 





Now NATIONALLY ADVERTISED! 
Millions see FORTEX ads in: 


“American Builder’ “Institutions” 
“Building Construction Ill.’ “Maintenance” 
“Concrete Construction” “National Fisherman” 
“The Farmer” “Plastering Industries” 
“The Fisherman” “Practical Builder” 
“Harness Horse” “Western Horseman” 














Builders, plasterers, masons, janitors, farmers, home-owners, boat- 
owners, contractors, factories, garages and all types of institu- 
tions are customers for Fortex Buckets, Pails, Farm Tubs. Easily 


displayed, easily stored (in nests). Farm Tub Feed Trough 


Fully guaranteed! 
Reasonably priced 


be — Colorful Window Streamers and bs 


Hs eiciag m2 


FORTEX | 


F.O.B. Warehouses throughout 
*) U. S. Pails shipped 12 to pkge., 
tubs 6 to sally 


Pil! 





BUCKETS...PAILS...FARM TUBS 


> 


CAUCHOTEX INDUSTRIES, INC. 
44 WHITEHALL STREET - NEW YORK 4, N. Y. 
For HIGH PROFIT Details, Contact Your Wholesaler - or Mail the Coupon! 








Please send me Fortex literature and prices. 
Store Name 

Address 

Wholesaler’s Name 

Address 


| WHOLESALERS 


A few territories are still 
open. Write for Fortex facts. 
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Appalachian Hardwoods are recognizea 
everywhere for their fine natural qual- 
ities—soft texture, easy workability and 
attractive graining. Let the foremost 
concerns in this column supply you with 
dependable quality, well-manufactured 
Appalachian Hardwood products. Con- 


sult them on your next requirements. 


Wood-Mosaic Corp., Louisville 9, Ky. 


White and Red Ocak, Walnut, Poplar, Basswood, 

Beech, Cherry, Mahogany and Lavon Lumber. Do- 

mestic and imported Veneers. Hardwood Fiooring— 

Oak and Maple Strips and Laminated Block and 
Special Pattern Flooring. 





*Hamer Lumber Sales, Inc., Kenova, W. Va. 


Exclusive Sales Agents tor 
J. P. Hamer Lbr. Co., Inc., Kenova, W. Va. 
Hamer Lbr. Corp., Appalachia, Va. 
Manufacturers Appalachian Hardwood Lumber 





“Cherry River Boom & Lbr. Co., Richwood, W. Va. 


Appalachian Hardwoods, Flooring, Planing Mill 
Products. Gived Dimension. 





*Member Appalachian Hardwoods 


Manufacturers, Inc. 


always specify 
APPALACHIAN HARDWOODS 
Circle No. 30 on Coupon, page 48 
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NEW PRODUCTS 


(begins on page 42) 
7 —- 


Brass Grille Door 


A new brass grille cabinet door has 
been added to the wide range of style 
and convenience features available in 
Wood-Mode Kitchens. The decorative 
grille substitutes for glass in cabinets in- 
tended for display of “best” china, pot- 
tery or heirloom collections. It is adapta- 
ble to both Wood-Mode cabinet styles— 
Contemporary and Colonial. Grille can be 
installed on cabinets of any size to lend 
decorative note, says maker. Wood-Metal 
Industries, Inc., Dept. AL, Kreamer, Sny- 
der County, Penna. 

Circle No. 211 on Coupon, page 48 


Has New Accuracy Feature 


All the new AMF DeWalt Power Shop 
machines now being manufactured are 
equipped with exclusively designed steel 
inserts at commonly used 0°, 45° and 
90° locating points, announces maker. 
Before this new design, the steel pins 
fit locator holes drilled in the aluminum 
yoke casting, it is said. In the new 9” and 
10” DeWalt Power Shop models, the 
steel inserts are pressed into the alumi- 
num yoke casting. Because the steel pin 
now fits into the harder steel insert metal, 
it eliminates wear previously experienced, 
States maker. DeWalt Div., American 
Machine & Foundry Co., Dept. AL, Lan- 
caster, Penna. 

Cuc.e No. 212 on Coupon, page 48 


What's Your Answer? 


(Answers on Page 49) 

. What two surprise items, saleswise, in 
a new Texas store are eagerly bought 
by suburbanites? 

- How can UPM tickets aid you? 

3. What new department installed only 
three years ago by a North Carolina 
dealer rang up sales exceeding $75,- 
000 last year? 

. Which advertising media has a Mas- 
sachusetts dealer found to be a real 
investment? 

. Which Illinois firm reports a definite 
gross volume increase since putting 
A. L. model store display fixtures into 
action? 

3. With which two home styles of arch- 
itecture do Barrett’s new Ranchline 
shingles especially blend? 

- To what big factor does the Willard 
Reid Lumber Co. attribute a 40% in- 
crease in sales since opening its new 
store last August? 

. What is the name of Reynolds all- 
family television program on ABC- 
TV? 

. How big a staff is needed to handle 
sales in a two-level, self-service Con- 
necticut store just opened in a 12-unit 
shopping center? 

. In what new useful width is Warp’s 
polyethylene Coverall now available? 








x » 
UPM TICKETS 


TELL AND SELL 


Price mark all self-service items with 
UPM tickets—to help your custom- 
ers help themselves. The Universal 
Price Marking System is the only 
pricing system that has price tickets 
in convenient re-fillable book form. 





© DISPLAY TICKETS 
MOULDING TICKETS 
BIN TICKETS 
SPECIAL SALES 
PROMOTION TICKETS 


UPM tickets are used by America’s 
leading merchandisers. 
Write for samples and price list. 


Universal Price Marking System 


401-L Washington Avenue South 
MINNEAPOLIS 15, MINNESOTA 
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News Makers ee 
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+ Walter A. Bowe has been named 
sales promotion manager, Southern 
Sash Sales & Supply Co., Sheffield, 
Ala. He will supervise sales promotion 
of Ualco Windows, Curtain Wall and 
accessories through the home office 
and through 12 warehouse-sales offices 
throughout the country. 


* D. Loring Marlett, vice-president, 
Mining and Mineral Products Div., 
Great Lakes Carbon Corp., was elected 
president of the Perlite Institute at the 
association’s 9th annual meeting in 
Fort Lauderdale, Fla. Norman E. 
E. Braun, operations manager, Cleve- 
land Gypsum Co., Cleveland, was 
named vice-president and Richard J. 
O’Heir was reappointed _ secretary- 
treasurer of the Institute. 


Southern Codes Accept 
Lu-Re-Co System 


All submissions to the Southern Build- 
ing Code Congress committee on compli- 
ance have been approved. All officials of 
communities in the 13-state area covered 
by the committee will receive litho- 
graphed copies of the approval, accord- 
ing to Raymon Harrell of the Lumber 
Dealers Research Council. 
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Glu-Bird Display 


The brand new 1%-ounce Wilhold 
Glu-Bird with a fine line tip now comes 
in a handy self-service display carton. 
Each Glu-Bird contains the original Wil- 
hold Glue, a ready-to-use, fast-setting 
glue for all arts, crafts and hobbies. For 
free literature and How-To-Do folder, 
write Wilhold Products Co., Dept. AL. 
678 Clover St., Los Angeles 31, Calif. 

Circle No. 213 on Coupon, page 48 
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TV Antennas & Supplies 

Packaged sales of TV antenna hard- 
ware on a do-it-yourself basis are offered 
dealers through the medium of a new 
store display rack holding packages of 
everything necessary from standoffs to 
chimney mounts. A total of 26 different 
hardware accessories is included. A bal- 
anced assortment of products provides 
150 separate packages. Included are 
ridge, wall and chimney mounts, five dif- 
ferent standoff types, strapping, turn- 
buckles and lightning arrestors. Television 
Hardware Mfg. Co., Div. of General Ce- 
ment Mfg. Co., Dept. AL, 400 S. Wyman 
St., Rockford, Il. 
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Boring, Routing & Sanding Kit 


Setting a new trend in combination dis- 
play and carry-home cartons, new De- 
Walt tool kits are especially designed for 
self-service traffic. The sturdy cartons al- 
so serve as ideal dust-free storage for ac- 
cessories in the shop. The Boring, Routing 
and Finishing kit, No. 8044, contains ac- 
cessories to convert the radial-arm power 
tool to a bore-drill unit, router, drum 
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sander and grinder. DeWalt Div., Ameri- 
can Machine & Foundry Co., Dept. AL, 
Lancaster, Penna. 
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Wooden Nickels Can Pay Off 


Wendell-Northwestern will make a 
thousand nickels for you for only 2%¢ 
apiece. The Wooden Nickels are plainly 
marked as such, are 1%” in diameter 
and may be imprinted on the obverse 
side with any sales message or slogan 


TW&J Ponderosa Pine 
is high altitude, 

old growth, 

finest quality 

stock suitable 

for millwork 
manufacturing, 
residential 
construction 

and industrial use. 


THOROUGHLY KIL} 


PonderosG Pine is pg 


from 4/4 throug 
sheds for yeg 


They may be used as souvenirs, give 
aways and as tokens with redemption 
value. Some retailers are using the tokens 
as business stimulators, issuing them in 
lieu of trading stamps. They also may be 
used as redemption tokens in direct mail 
campaigns. Wendell-Northwestern, Inc., 
Dept. AL, 2426 E. Franklin Ave., Min 
neapolis, Minn 
Circle No. 216 on Coupon, page 48 


cision manufactured 


Pine with 10 mills in the heart of the High Sierra 
Ponderosa Pine belt to serve you. 


Tarrer. WEBSTER & JOHNSON. ING. 


P.O. BOX 3498 


San Francisco 19, California 
PRospect 6-4200 


Wea} 


Teletype SF 211 
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HELP WANTED 








HELP WANTED 








BUSINESSES FOR SALE 











HELP WANTED—Man for counter sales and 
office work with individuals and contrac- 
tors; experience not required, will teach 
interested person. Address reply in own 
handwriting, stating age, background and 
salary desired or contact by phone for Boy 
sonal interview—SHURTLEFF & 

PANY, Gene C. Wisegarver, Manager, 200 
North Hough Street, Barrington, Illinois 


Phone: Barrington 722. 


Excellent opportunity for the right man 
Real go-getter needed to manage our com- 
plete building supply business, with em- 
phasis on concrete blocks and brick. Need 
some one who can merchandise. Attractive 
position for one who will qualify. 

Write P. O. Box 12346 

Fort Worth 16, Texas 


DETAILER - BILLER 

A reliable and experienced man wanted by 
old established millwork company in middle 
west. Must be qualified in architectural 
millwork. Good salary and opportunity 
Please give full detail of experience, per- 
sonal background and availability. Address 
Box C-20 American Lumberman, Inc 


LUMBER SALESMEN 

Excellent opportunity if you are hard-work- 
ing, aggressive, 25 or older, with knowledge 
of lumber and a desire to sell at a good in- 
come. 
We are well-known, long established no- 
yard wholesalers with choice openings for 
men to sell retail lumber dealers and in- 
dustrial accounts in following exclusive 
territories with no weekend travel: 

Chicago; 

Joliet-Waukegan territory; 

Milwaukee and Southeast Wisconsin; 

Madison and Southwest Wisconsin; 

Minneapolis and St. Paul; 

Quad-City (Davenport, etc.) territory; 

Eastern Nebraska; 

Central and southern Missouri; 
We pay split of profits with guarantee of 
salary and full expenses including car. 


If you are already established selling lumber 
in one of these territories and are at all 
dissatisfied, you would find our supplying 
mills the finest and our arrangement most 
profitable. 


Our employees know of this ad 


In your confidential reply to Box C-21, 
American Lumberman, Inc., please outline 
full personal background and work experi- 
ence 


WANTED WHOLESALE LUMBER AND 
BUILDERS SUPPLY SALESMAN 


with experience as commission salesman. 
Complete stock of lumber and builder sup- 
plies available to back up carload sales on 
an LCL basis. Commission with guarantee; 
car furnished. Excellent opportunity for the 
right man. Will also consider man with man- 
agerial experience in a retail yard who 
wishes to change into sales. Write indicat- 
ing experience, age, references. Address 
Box B-57 American Lumberman, Inc. 


Manager Wanted 


Man with experience, competent, aggressive 
salesman, able to manage all phases of 
building material operation. Good salary, 
profit sharing, possible opportunity of pur- 
chasing the business. Address Box -55 
American Lumberman, Inc 


ACCOUNTANT AND CREDIT MAN 


Large Florida Retailer wishes to employ top 
Accountant and Credit Man between 30 and 
45 years of age. None but best considered 
— Box B-59 American Lumberman, 
ne. 


46 


RETAIL LUMBER SALESMAN WANTED 


Successful suburban Chicago retail lumber 
dealer wants to employ one or two men with 
lumber experience to sell packaged remodel- 
ing to the consumer. Selling experience not 
necessary, but helpful. Good opportunity. 
Please state experience, and salary expected 
Our men know of this ad. Address Box B-54 
American Lumberman, Inc. 





SITUATIONS WANTED 











Aggressive, ambitious, honest manager, age 
34. Outstanding record, creative sales. De- 
sires new challenge and opportunity. $15,000. 
Address Box B-45 American Lumberman, 
Inc 


Experienced lumberman wants _ position 
managing wholesale carload business or 
wholesale distribution yard or Salesman in 
Industrial Department. Address Box B-38, 
American Lumberman, Inc 


Experienced—College trained lumberman 
desires position as manager of independent 
Retail lumber yard with possibility of fu- 
ture purchase of stock. Address Box B-61 
American Lumberman, Inc 


Experienced lumberman desires position 
with aggressive retail lumber yard in need 
of outside salesman contacting contractors. 
Experienced in all phases of building and 
estimating. Prefer southwestern or southern 
Michigan location. Address Box C-26 Amer- 
ican Lumberman, Inc 





SALES REPRESENTATIVES 
WANTED 








SALES REPRESENTATIVE WANTED 
Sales representatives, commission basis, call- 
ing on contractors and builders to handle 
quality line of exterior wood Window Blinds 
and Shutters—also complete line of Louver 
Doors and Interior Shutters. Following ter- 
ritories open: Chicago, Ill., Indianapolis, 
Ft. Wayne, and Gary, Ind., St. Paul, inn., 
Dallas and Houston, Texas, Detroit, Mich., 
Birmingham and Montgomery, Ala., Miami, 
Fla., Toledo, Columbus, Cincinnati and Day- 
ton, Ohio. Add these popular items to your 
present line. Catalogs, displays and descrip- 
tive literature supplied. Please reply to 
Box C-23, American Lumberman, Inc., giv- 
ing full particulars, including items now 
being sold 


Salesman—Additional income for Salesman 
now covering lumber yards in New Jersey. 
Sell our Stairs and Pre-Hung Door Units 
to yards you now call on. Commission. Ad- 
dress Box C-24 American Lumberman, Inc 





SALES REPRESENTATIVES 
AVAILABLE 


FOR SALE: To settle estate. Old established 
prosperous Lumber, Feed, Hardware Busi- 
ness. On Railroad, own siding. Mrs. ‘ 
Horohoe, Delanson, Sch’dy Co., New York. 


Prosperous building material business in 
Michigan’s best tourist town. Ample ware- 
houses and yard space. Large, modern sales- 
room. Best of prospects. Would prefer to 
lease land and buildings. About ey thous- 
and will cover stock and equipment. Apply 
Box B-43, American Lumberman, Inc. 


Established retail building material and 
hardware store for sale in El Paso, Texas. 
Recently remodeled. Outstanding displays 
Excellent reputation. Low overhead. Ap- 
proximately $50,000,000 to handle clean in- 
ventory. No receivables or real estate. Ex- 
cellent long term lease. Reason for selling is 
expansion of wholesale and construction 
business and new retail outlet elsewhere. 
Reply Box B-53, American Lumberman, Inc. 


Business For Sale 
Building material and coal, annual volume 
$350,000. New buildings, good equipment 
plenty of rail trackage. Northern innesota 
Owner retiring. Address Box B-56 American 
Lumberman, Inc. 


For Sale: Lumber, building materials, paint, 
builders hardware in small Alaska town. No 
competition in lumber, building material 
Grossing over $100,000 (1957, $127,000). New 
Buildings, one 244 stories 49x72, one 42x70 
basement and one floor. Well ame tg busy 
shop. Warehouse area 6500 Store 
area 832 and two large po RM ‘Inven- 
tory about $20,000. Price $42,500 plus inven- 
tory and equipment at book. Address Box 
B-63, American Lumberman, Inc. 


For Sale or Lease on Modern Oak Flooring, 
Dimension and Moulding Plant, Sawmill and 
Concentration or. This is one of the most 
modern and complete operations in the Ap- 
palachian Area. ust sacrifice, will accept 
any good offer, will trade. Address Box B-64, 
American Lumberman, Inc. 


Wholesale Lumber Business, including well 
established firm name, offices, warehouse, 
experienced personnel and competent sales 
organization covering most of Southern 
Michigan, and Northern Indiana. This is 
a real opportunity for any firm wanting 
to expand, or an ideal set up for a West 
Coast Wholesaler desiring a storage in 
transit plan. Full information will be fur- 
nished by writing Box C-27 American 
Lumberman, Inc 





LUMBER & DIMENSION 
FOR SALE 




















MANUFACTURERS REPRESENTATIVE 
With long established strong following, Chi- 
cago and surrounding territory seeks good 
line of doors: Hollow core exterior and in- 
terior and Louvre doors. Can give you max- 
imum coverage this area. Address Box C-22 
American Lumberman, Inc. 





BUSINESS OPPORTUNITIES 











FOR LEASE—Established up to date retail 
lumber yard in prosperous Southwestern 
Michigan town. $35,000.00 inventory. Best 
location in two yard town of 8000. Top op- 
a Address B-66, American Lumber- 
man, nc. 


March 31, 


Write us if interested in the following items: 


#1 Com. & Btr. #1 & #2 White 
Hard Maple 
5,500’ #2 Com. & Btr. Hard Maple 
11M’ 6/4 #2 & #3 Com. Hard Maple 
15M’ 8/4 #1 Com. & Btr. Red Oak. 
22 A & Btr. Poplar, S2S 
#1 Com. & Btr. Poplar 
40M? 4/4 #1 Common Poplar 
200M’ 4/4 "HOA & #2B Common Poplar 
10M’ 6/4 #2B Common 
1 Car 8/4 #1 Com. & Btr. Poplar 
20M’ 5/4 #2 Com. & Btr. Sycamore 
1 Car 6/4 FIF & Btr. Poplar 80% 14-16’ 
Any size order American Black Walnut, 
steamed or unsteamed, any grade or thick- 
ness. 
S. B. Harward Lbr. Co., Livingston Tenn. 


SACRIFICE SALE 
25000’ 4/4” JAPANESE WHITE OAK 
Kiln dried-FAS Grade-Fine Texture. 
40000 *~. ft. solid lumber LAUAN PANEL- 
LING. All clear stock, no pinwormy. Ap- 
proximately 50% each 14” and 3g”. 75% 8’ 
Lengths, Good Widths. Paper "Wieseed— 
Carton Packed. Reply Box C-25 American 
Lumberman, Inc. 
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MISCELLANEOUS FOR SALE | 








CARPENTERS APRONS 
Write for prices and information 
THE MINNESOTA SPECIALTY CO 
Minneapolis, Minn 


DOUBLE YOUR INCOME from your news- 
paper advertising by using our Low Cost 
‘Timber-r-r” cartoons. For FREE proofs 
write LILLY ADVERTISING CARTOONS, 
Box 167, Long Beach 1, Calif. 


SIGN LETTERS 
GET 24 HOUR ADVERTISING 
FROM YOUR SIGNS. 
Our 1149” White Wood Letters are treated 
with a reflective material that shows bright- 
ly at night when auto lights shine on it 
For prices and information write: 
TAYLOR MAUN LUMBER CO 
MAN, WEST VIRGINIA 


FOR SALE—RETAIL LUMBER BUILDING 
Due to death of owner, 15,000 ft. floor 
space. Good Building. No stock. Did good 
volume. Would consider leasing 

Box 89, Muncie, Indiana 





MACHINERY FOR SALE 











MILL MACHINERY 
Band Saw 64” wheels, 8” saws 
Knight Carriage, 4 blocks 20 or 36’ long 
No. 1 Boss Timber Surfacer, size 30”x16” 
Berlin Band Resaw, 54” Wheels 6” saws 
Ross Carrier, Model 70. 5 ton 
Mall Chain Saw No. 7 (Gasoline) 3 foot cut 
Monarch Uni-point circular CC Saw 5 H.P 
Burroughs Moon Hopkins No. 7200 Calculat- 

ing Machine 

Elliott Postal Card Printer 
2 Kardexes - 14 drawers - cards 3x5 
Above machinery in excellent condition 
with motors, starters, switches and fans 
Bishop Lbr. Co., 2315 Elston Ave., Chicago 
Ill 


“We doubled our glue profits in four months with 
the Weldwood Counter Model Adhesive Center.” 


Clinton Whittles, The Paint Bucket, 228 Putnam Pike, Johnston, R. | 


Compact self-merchandiser stocks the 4 glues that cover 95% of 
your market—steps up turnover, cuts inventory, saves valuable 
shelf space. Counter Model is free with your initial order. Floor 
Model available for larger stores. For complete information, 
write United States Plywood Corp., Dept. AL 3-31-58. 55 W. 44th 
or ask your Weldwood representative. 


St., New York 


Gos Weldwood® Adhesives 


PRESTO-SET GLUE + PLASTIC RESIN GLUE 
CONTACT CEMENT + WATERPROOF RESORCINOL GLUE 


Products of UNITED STATES PLYWOOD CORPORATION 
Circle No. 16 on Coupon, page 48 


BUILDING PRODUCTS MERCHANDISER 





NEW EQUIPMENT 





For Economy-Minded Buyers 


The new 1958 Studebaker Scotsman 
half-ton pickup brings economy of opera- 
tion and purchase to private and com- 
mercial truck users. The simplified metal 
grille is designed for lowest replacement 
cost and is protected by a curved, heavy 
channel bumper. The advertised de- 
livered price of the Scotsman is $1595 at 
South Bend. It is powered by the Stude 
baker Work Star 185 six, described as 
unexcelled for low-operating costs. It is 
rated at a maximum gross vehicle weight 
of 4800 pounds. The length of the pick 
up body is 6%’. Studebaker-Packard 
Corp., Dept. AL, South Bend. Ind 


Circle No. 218 on Coupon, page 48 


Car Carrier 


Called the KiPcO Car Karrier, a light 
weight aluminum carrier attachment is 
ideal for use by customers in transport 
ing such items as lumber, pipes, tubing, 
poles, etc. Attached in a few seconds to 
either side of any car, the carrier also 
is quickly adapted for use on most panel 
and closed trucks as well. Said to carry 
up to 150 pounds in complete safety, it 
is recommended for do-it-yourself fans, 
carpenters, plumbers, etc. KiP Co., Dept 
95-AL, P. O. Box 235, Livingston, N. J 

Circle No. 219 on Coupon, page 48 


Cuts Operator Fatigue 


The Fox Semi-Automatic Nailer is an- 
nounced as a pneumatic hammer attach- 
ment that greatly reduces fatigue and ex 
penses in many nailing operations. The 
Fox Nailer attaches to a pneumatic ham- 
mer in 10 seconds or less. The operator 
just places the nail in the nozzle; the 
nailer starts and finishes the nailing oper- 

(continued on page 49) 








“They’ve been making pick-ups three times 
a day since we started suggesting ‘““ScotcH”’ 
Brand Mast:ing Tape with every paint sale!”’ 
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room cabinets made. 
Immediate delivery on 
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TUB-O-ROD 


Q aaa QO} . 7) MENOMINEE INDIAN MILLS 
\ lw - Lrome (‘ O., Ine. Neopit, Wisconsin 


250 WEST 57 STREET, NEW YORK 19, N. Y. Air-dried QUALITY LUMBER Kiln-dried 
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FOR INFORMATION ON 21 #22 «23 26 «627 29 30 31 33 34 35 36 37 38 39 40 
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66 
86 


Advertised Products 61 62 63 67 69 70 71 72 73 74 75 76 77 78 79 80 


81 82 83 87 89 90 91 92 93 94 95 96 97 98 99 100 
a 101 102 103 104 105 106 107 108 109 110 111 112 113 114 115 116 117 118 119 120 
under the advertisements on which you 121 122 123 124 125 126 127 128 129 130 131 132 133 134 135 136 137 138 139 140 
ee 141 142 143 144 145 146 147 148 149 150 151 152 153 154 155 156 157 158 159 160 
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FOR INFORMATION ON 
uN 4 u 
What Ss New Items 201 202 203 204 205 206 207 208 209 210 211 212 213 214 215 216 217 218 219 220 


221 222 223 224 225 226 227 228 229 230 231 232 233 234 235 236 237 238 239 240 
Circle the code number at the right which 
corresponds to the number listed at the end 241 242 243 244 245 246 247 248 249.250 251 252 253 254 255 256 257 258 259 260 
of that particular “WHAT'S NEW” item. 261 262 263 264 265 266 267 268 269 270 271 272 273 274 275 276 277 278 279 280 


281 282 283 284 285 286 287 288 289 290 291 292 293 294 295 296 297 298 299 300 
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Mail to American Lumberman & Building Products Merchandiser, 139 N. Clark St., Chicago 2, Ill. 
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Appalachian Hardwoods 
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What's Your Answer? 
(Questions on page 44) 


1. Unpainted furniture and early Amer- 
ican hardware. See article, page 30. 

2. By price marking all self-service items 
with UPM tickets, you can help your 
customers help theinselves. See ad, 
page 44. 

. A plumbing department. See article, 
page 40. 

- Yellow pages of the telephone direct- 
ory. See ad, page 41. 

- Baumgart Lumber 
article, page 22. 

). Split-level and ranch types. See ad, 
page 13. 

. Adequate display space for products. 
See article, page 31. 


& Coal Co. See 


. Disneyland. See ad, pages 14-15 
. Six. See article, page 26. 
. 40’. See ad, inside front cover. 











insurance. 


...out of the 


Lumber yards find... 
It's just like throwing money out of the window 
into the fire to carry inadequate or over costly 


Fire, windstorm, explosion, hail, vehicles, air craft, 
smoke and riot hazards are now insurable in one low 





NEW EQUIPMENT 


(begins on page 47) 





ation, says maker. Fox Nailers are avail- 
able for 6d nails, 8d to 16d common 
nails and 20d nails. It weighs less than 
one pound and is only 6” long. Fox Nail- 
er Corp., Dept. AL, 620 Shrader St 
San Francisco 17, Calif. 

Circle No. 220 on Coupon, page 48 


Prepare Your Own Signs 


Snap-on interchangeable plastic letters 
enable you to prepare 3-dimensional 
signs in your store in a matter of min- 
utes. Letters snap into a ribbed plastic 
gray background panel. Copy can be eas- 
ily changed in a few minutes. Sides of 
the letters are in gray with the face in 
white for wide angle visibility and easy 
reading. Manufacturer offers a choice of 
four background sizes and two sizes of 
letters, each available in capitals and 
lower case. Panels and letters can be 
used again and again. Universal Equip- 
ment Co., Dept. AL, 3401 W. Division 
St., Chicago 51, Ill. 


Circle No. 221 on Coupon, page 48 


“a 


cost, dividend paying. comprehensive form. 


“We doubled our glue profits in four months with 
the Weldwood Counter Model Adhesive Center.” 


Clinton Whittles, The Paint Bucket, 228 Putnam Pike, Johnston, R. | 


Ask For More Information 


“THE LUMBER MUTUALS” 


Central Mutual Ins. Co., Van Wert, Ohio. 

Indiana Lumbermens Mutual Ins, Co., indianapolis, Indiana 
The Lumber Mutual Fire ins, Ce., Boston, Mass. 

The Lumbermens Mutual Ins. Co., Mansfield, Onio 
tumbermens Mutual Casualty Co., Chicago, lilinols 
Pennsylvania Lumbermens Mutual Ins. Co., Phila., Penn. 


Compact self-merchandiser stocks the 4 glues that cover 95% of 
your market—steps up turnover, cuts inventory, saves valuable 
shelf space. Counter Model is free with your initial order. Floor 
Model available for larger stores. For complete information, 
write United States Plywood Corp., Dept. AL 3-31-58. 55 W. 44th 
St., New York—or ask your Weldwood representative. 


ca Weldwood® Adhesives 


PRESTO-SET GLUE «+ PLASTIC RESIN GLUE 
CONTACT CEMENT « WATERPROOF RESORCINOL GLUE 


Products of UNITED STATES PLYWOOD CORPORATION 
Circle No. 21 on Coupon, page 48 
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Technical Data 


Woodworking Jointers. A new 8-page, 
photo-illustrated bulletin describes the 
new Walker-Turner line of woodworking 
jointers, other light-heavyweight wood- 
working machine tools. Principal features 
are illustrated in detail with operational 
close-up photos. Copies may be obtained 
by writing Walker-Turner Div., Rock- 
well Mfg. Co., Dept. AL, 400 N. Lex- 
ington Ave., Pittsburgh 8, Penna. 


Circle No. 222 on Coupon, page 48 


Stanley Tools. A 48-page rotogravure 
catalog includes new hand tools and en- 
gineering changes in Stanley’s popular 
lines plus valuable pointers and short- 
cuts on tool applications. New tools 
included in the catalog are the Nail- 
master hammer; all-steel tapes in 25’, 50’, 
75’ and 100’ lengths; sawhorse brackets; 
two types of all-steel power bits and 
new sabre saw and sander by Stanley 
Electric Tools. Stanley Tools, Dept. AL, 
111 Elm St., New Britain, Conn. 


Circle No. 223 on Coupon, page 48 


Outdoor Home Lighting. A new 50- 
page “How-To Book of Outdoor Light- 
ing Promotion” is the result of two years’ 
observation and studying of the residen- 
tial outdoor lighting market. The book 
is both a planning guide for the utility, 
and a powerful tool to help convince the 
homeowner to extend his lighting and 
living outside, beyond the restrictions of 
home walls. General Electric, Dept. AL, 
Nela Park, Cleveland 12, Ohio. 


Circle No. 224 on Coupon, page 48 


Fir Plywood. A new 20-page, plywood 
catalog for 1958 presents basic informa- 
tion on fir plywood standard grades and 
specialty products for builders, archi- 
tects, engineers, product design engineers 
and building code officials. Also included 
are veneer descriptions, western softwood 
plywood information, quality control and 
working and finishing plywood. Sample 
copies may be obtained by writing Doug- 
las Fir Plywood Assn., Dept. AL, 1119 
A Street, Tacoma 2, Wash 

Circle No. 225 on 


Coupon, page 48 


ITERATURE . 


Asbestolux. A descriptive folder now 
available outlines the specifications and 
applications of Asbestolux, fireproof in- 
sulation board. Composition and char- 
acteristics of the inorganic material are 
also described. North American Asbestos, 
Dept. AL, Room 3210, Board of Trade 
Bldg., Chicago 4, II. 

Circle No 
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Garbage Disposers. A 12-page catalog 
fully describes and color-illustrates In- 
Sink-Erator’s full line of garbage dispos- 
ers for household and commercial use 
Individual model specifications and charts 
that guide in the selection of the right 
model for the right job are included. In- 
Sink-Erator Mfg. Co., Dept. AL, Racine, 
Wis. 

Circle No 
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Consumer Data 


Uses of Walnut. “An Architectural 
Study of Walnut for Commercial, In- 
stitutional and Residential Interiors” is 
the title of a new 16-page brochure 
Richly illustrated in full color, it offers a 
wide range of ideas for fresh new treat 
ments in walnut, incorporatiag contem- 
porary or traditional architecture and 
decor. Also included is a walnut “Source 
List.” American Walnut Mfgrs. Assn., 
Dept. AL, 666 N. Lake Shore Drive, 
Chicago 11, III. 

Circle No. 228 on Coupon, page 48 

“How You Can Own a New Home” is 
the title of an 8-page, full-color booklet. 
which ties in with WCLA’s national ad- 
vertising theme, “Live Better in a Home 
of Your Own.” Designed to acquaint 
prospective home buyers with the finan- 
cial details as well as advantages of 
home ownership, the new booklet is be- 
ing distributed free of charge. West Coast 
Lumbermen’s Assn., Dept. AL, 1410 
S. W. Morrison, Portland 5, Ore 

Circle No. 229 on Coupon, page 48 

Fence Styles. A revised envelope stuffer 
titled “California Redwood Fences and 
Garden Structures” is available. It offers 
a variety of fence styles, from the tra- 


ditional Gothic picket to contemporary 
checkerboard and louvered designs. Tips 
on finishing and nailing, as well as the 
proper grade selection, are also con- 
tained. Single copies are available with- 
out charge. Service Library, California 
Redwood Assn., Dept. AL, 576 Sacra 
mento St., San Francisco 11, Calif 

Circle No. 230 on Coupon, page 48 


Answers To Bathroom Quiz 


(begins on page 37) 


1 

True—See photo page 39 display at 
Hunt Building Mart, Inc. 
True—Demand treated 
stainless steel or aluminum 

True. Profit increases three times. 

False. Modern vinyl—coated papers are 
preferred. 

False. One fixture on each side of the 
bathroom cabinet (20 W fluorescents or 
one 60W or two 40W incandescents, plus 
a ceiling fixture of 150W, are recom- 
mended (American Home Lighting Insti 
tute). 

True. A producer now offers a 4x6’ 
packaged unit for less than $75. 
False. No present tile is satisfactory for 
the high degree of moisture present in 
most bathrooms. 

2. Moisture seepage ruins more products 
than all other causes combined. 

False. More dealers are acquiring well- 
known brands because plumbers are 
proving to be poor merchandisers. A 
little investigation on local distribution 
may offer surprises. Plumbing fixtures for 
years has been Sears’ top-profit item 
It's part of the package and belongs in 
your yard for both new home, remodeling 
selling. 

i a @, & 7. 

True. Frequently a ‘‘leader'’ item at prices 
ranging from $135 to $179. 

False. About 22% more. 

False. It now comes in colors, plus pat 
terns which resemble those offered in 
plastic laminates. 

3. Suggesting the right attachment meth- 
od will create top customer satisfaction. 
Almost every home has fixtures ready to 
give way because of improper applica 
tion. 


steel frames 





Trade Mark 


Registered 





DOUGLAS FIR 


PONDEROSA PINE— SUGAR PINE 
WHITE FIR 


INCENSE CEDAR 

Annual Production 60 Million 

High Altitude, Soft Textured Growth 

Modern Moore Design Dry Kilns 
Manufacturer and Distributor 


PAUL BUNYAN LUMBER CO. 


SUSANVILLE, CALIFORNIA 
Sales Office at Susanville, California 


ANDERSON, CALIFORNIA 
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Try this EASY way to make $1000 
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it's so simple with the AMERIC AN 


Sander Rental PROFIT-PACKAGE 


Your customer calls for it, takes it home and delivers it back to your store 
for you. 











Our recognized how-to booklet shows and tells your customer how to use the 
American Sander to obtain a professional job of floor refinishing. All you do is 
collect the sander rental fee and sell your customer the many tie-in items that 
go with this profit package. 


Feature editorial articles in National Publications encourage your customers to 
refinish their floors. And our exclusive sales promotion material clinches the 
sale for you at the point of purchase. 


We know you are going to make $1000 or more net profit and our easy to use 
rental record pads record each transaction for you—so you know it, too! 


Do-it-yourself is growing. So be sure you are ready with the most profitable 
rental tools you can stock. Write us today for details. 





MAIL A POSTCARD TODAY 


Send now and get this val- 


® , 
A j . ’ uable book free—no obliga- 
MERICAN 1 ‘ - sa @ tion! It tellsand shows how 
| 4 “ to sell more of everything 
FLOOR MACHINE CO. “. 7 in your store! And how to 
ESTABLISHED 19 3 cm ; make $1,000 Extra Net 
; Profit year after year! 


First in 


Floor Machines 














a division of American-Lincoln Corporation 
521 So. St. Clair St. © Toledo 3, Ohio 
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CHICOPEE’ 
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_LFIBERGLAS 


SCREENING 


$100-$300 UNIT SALES VR ion 


DO-IT-YOURSELF 
are yours when the Do-It-Yourselfer \ wos 
builds his own porch, patio or breezeway! 


Big sales... big market! Thousands are building screen porches. 


Additional thousands need porches for added living space and cool, outdoor 
summer comfort. 


Your chance for many sales. Big sales. Your chance to sell up to $300.00 
worth of screening, framing and related items at once! Ask your wholesaler 
how you can participate in the Chicopee-Reynolds patio promotion. 


Get your free point of purchase patio display and free porch-patio plans 
for your customers! 


CHICOPEE Finergias Screening 


The do-it-yourself screening that’s best for porches and patios because 
it’s the easiest to work with, dent-proof and longer-lasting. 


CHICOPEE MILLS, Inc., Lumite Division, 47 Worth Street, New York, N. Y. *T.M.O.C.F. Corp 
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